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A division of Phoenix Table Mat Co. 
1718 E. 75th St., Chicago 49, Ill. 
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(Suggested retail price, tax included) } 
complete with 2 Polishing Brushes | sa 
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v WITH NEW FEATURES 


New motor—runs faster, runs cooler than 
any in competing machines. 










New exclusive styling— with baked silver 























gray finish. ADDITIONAL 
New light weight — less weight to carry, with EASY-TO-MAKE 
equal durability and “abuse-ability.” 
| ; PROFITS 
New brush lock — simpler and surer. : 
. | | IN THESE 
New lower price—made possible by omit- 
ting extra brushes. RELATED 
(extra brushes available, of course) ITEMS 










Other salesworthy features include handle that locks 


in upright position, extra-long 18-ft. Underwriters- ; : 
approved cord, and patented quick-release cord De Luxe Model FP-33A. Same improved machine, but with 


ne 2 polishing brushes and 2 scrubbing brushes and 2 felt 
pads. $59.95 suggested retail. 

Rug Cleaning Attachment. Simple, rugged, snaps easily into 
place on FP-33 or FP-33A. Complete with two vinyl 
brushes. $19.96 suggested retail. 

No change in profitable discount Floor Reconditioning Kit. 6 coarse, 6 medium sandpaper 

schedule. Order from your jobber today. discs, 2 holders, 4 steel wool pads, wrench. $10.96 sug- 

gested retail. 

ye Brushes. Polishing brushes $4.75 pair, scrubbing brushes 

| $4.75 pair, felt pads $.80 pair. 


Red Devil Tools. 


UNION, NEW JERSEY, U. S. A. 











Counter-rotating brushes polish full 12-inch swath. 
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“What is the difference in power mowers?” 


I saw one answer to that question put by a 
customer sell the highest priced model in 
the store. I saw another answer to the 
Same question send the customer home 
with the lowest-priced model in stock. 


I talked this over one night with a car 
dealer friend of mine. 


“Listen,” he said. “‘There’s got to be a 
difference in any two cars or two power 
mowers made by two different outfits. 
Take cars, for example. We've gone out 
and educated the public to the differences 
between makes of cars in styling, perform- 
ance, driving ease, riding comfort, and 
roominess. We've emphasized differences 
to the point where we could create three 
price ranges. And—we’ve emphasized dif- 
ferences between models in the same price 
range. The result? People buy cars not so 
much on the cost, but more on the kind of 
quality they’ll get for their money.” 


Now, if the automobile boys can do it, 
why can’t we in power mowers? 

You know what happens when a cus- 
tomer comes into your store for a power 
mower. He looks over your models. Ex- 
amines housings, blades, wheels, engines 
and horsepower ratings. Discovers prices 
are generally the same. Naturally, he asks: 
what is the difference in power mowers? 





LAWN OBO 





If you haven’t got the answer, he’ll walk 
off with the cheapest make you've zot. 

Of course, there’s a difference in power 
mowers, as there is in cars. Actual tests 
prove LAWN-BOY is the best power mower 
now on the market. Big talk? Not at all. 

Only LAWN-BOY has an engine specifically 
designed for it. This LAWN-BOY engine 
delivers maximum cutting power to the 
blade. It’s side-mounted to permit close 
trimming under bushes and right up to 
walks, walls, and trees. 


The exclusive Activated Pilot Wheel 
keeps LAWN-BOY level-cutting even over 
dips and hollows. Die-cast aluminum hous- 
ing is light, strong, and with unmatched 
maneuverability. Starting takes only one 
easy pull. Hi-lo handle adjusts to oper- 
ator’s height for greater ease of handling. 
In fact, every component part of a LAWN- 
BOY has only one function: to help cut grass 
better and easier. 


Don’t you think it’s about time we took 
a leaf from the automobile industry? Their 
experience proves the American consumer 
is a pretty smart bird. He’s a lot more in- 
terested in getting real value for his money 
than he is in mere cheapness. How do you 
feel about this? Why not drop me a line 
and let me know? 


ae 


> 


Sales Manager 


Lamar, Missouri. Division Outboard Marine Corporation 
Johnsen ani Evinrude Outboard Motors 
In Canada: LAWN-BOY, Peterborough, Ontario 


MAKING MONEY IN POWER MOWERS 
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ardware Week Special! 
UNIVERSAL 


00 FOOD CHOPPER 
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STANDARD 
MODEL 

" No.2 

Family Size 


Take advantage of this very special price on the 
most popular food chopper ever made to boost 
your Hardware Week sales! Only a limited quan- 
tity available, so be sure you order now to cash in 
on this special offer! 








® Big hopper, chops 21% lbs. a minute 
@ Easy to set up, easy to clean 
® Solid cast iron construction 


@ Regular Price .. 

3 CUTTERS : ay Hardware Week 

P ‘ | . Special Price . 
or coarse, medium 

and fine chopping > | Consumer Saves 











This Offer Expires April 15, 1958 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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PROOF COIL 


R-marked American Chain 


brightens your profit picture! 


American Chain is color-marked for instant 
brand identification! 

American Chain is color-marked for easy 
measurement! 

American Chain is color-marked for pro- 
tection against error! 
That is the big new idea in chain selling that saves 
you time, insures accuracy in selling, pleases your 
customers and increases sales of American Chain. 

For now American Chain is marked, at intervals of 

approximately five feet, with a distinctive, self-identi- 
fying color band of stick-tight tape. These bands of 
tape each bear the brand name ACCO, also the grade 
of the chain (Proof Coil, BBB, High Test, Alloy). 


Tapes are in standard industry colors as follows: 


GREEN.....for ACCO Proof Coil 
BED... wc ccncccs cd SOP ACO O88 
BLUE.......for ACCO High Test 
ORANGE....... for ACCO Alloy 


Containers are marked with the same colors 


Quick Identification * You and your customers can see 
instantly what grade the chain is, and that it is American 
Chain—the very best in chain quality and value. This 
eliminates the possibility of confusion and error. It 
makes both selling and buying easier, faster, more sat- 
isfactory all around. 

Easy Measurement ¢ It is a simple matter to measure 
off any desired length of chain, in seconds, thanks to 
these bright, durable color markers which appear ap- 
proximately every five feet of the chain. 

Full Protection * These color markers assure your cus- 
tomer that he is getting the right length and the right 
grade of genuine ACCO-made chain he wants. Even a 
color-blind person can identify the chain from the 
easily-read color markings. 

Order these color-marked, easily-identified American Chains 
from our authorized American Chain Distributor. He is pre- 
pared to give you the very finest, promptest chain service. 
Write us at York, Pa., for booklet, "Finger Tip Facts about Chain” 


American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
"indicates Warehouse Stocks *Portland, Ore., *San Francisco 
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Editorial 


by W. A. Phair 


lf l|had ason... 


“If I had a son,” my dealer friend said as he pounded the counter- 
top for emphasis, “I sure wouldn’t let him get into this hardware 
business.” 


“Why not?” I asked. “You’ve done reasonably well at it. You've 

built a pleasant home; you’ve put two daughters through college; 
you’ve been honored by your community for your charitable and civic 
activities; you manage to get in more fishing trips than most of us. 
What is so wrong with a life like that?” 
“Things are different now,” my friend insisted. “There’s more cut- 
throat competition. Wholesalers don’t operate now the way they used 
to. There’s no loyalty from manufacturers; they sell everybody any- 
thing.” 


He took a breath and went on: “You can’t get good salespeople any 
more, either. No, it’s too rough these days. I would want my son 
to be an engineer or a salesman. That’s where the money is.” 


I suppose there are some hardwaremen who feel as my friend does. 
But does it make sense? Is he right? Are things really so different 
than they were 20 or 30 years ago? 


Actually, today’s situation is not a great deal different than it was 
in the past. There were plenty of problems then. All you have to do 
is read through some of the old issues of Hardware Age. 


Price cutting was a problem 30 years ago. Wholesalers were being 
damned then for the same reasons as now. Sears and other mail order 
firms were beginning to stretch out for more and more hardware 
business. The pessimists of that time insisted that the independent 
hardware merchant was doomed. 


The pessimists were wrong, just as they are wrong today. They 
forgot that it is the nature of things to have competition. There is 
always competition in a worthwhile endeavor. Every business activity 
has its problems, its drawbacks. 


This is a good maxim to remember when you are worried about com- 
petition: Competition goes only where there is opportunity for gain. 
If there is no competition, then, beware, because there are probably 
no opportunities, either. 





But looking at the picture objectively, I think most of us feel that 
the hardware business is still a pretty darn good business. 






If I had a son, I’d be very happy to have him become a hardware- 
man. I sincerely believe that he would be able to earn a comfortable 
living and at the same time lead a worthwhile, balanced life. 
















Editorial 


continued 


I know that he would have to work hard; that he would face stiff com- 
petition. But I am also sure that if he was properly prepared he could meet 
this competition. But above all, I’d feel that he was associating with some 
of the finest peopie alive ... the American hardwareman. 


Yes, I am convinced that it would be a satisfying career. 


The pessimists were wrong... 


wly own observations of the trade indicate that there are quite a few sons 
who are entering the hardware business. And from what I’ve seen of them, 
they’ll make a go of it. 


Of course they will work differently than their fathers. They will have 
to, because conditions have changed and methods must change. 


The young men getting into the hardware business will have to be very 
flexible in order to adjust themselves to competition. They’ll use different 
methods of meeting and beating their competition. 


They will have to understand consumer motivation processes. They will 
keep better books. They wiil have their stores departmentalized so that they 
will know the profitable and the unprofitable departments. They will know 
the advantages and limitations of self-service better than we do now. They 
will have a closer relationship with their wholesalers, and they will draw 
on fewer wholesalers. They will spend more on promoting. They will have 
a lower cost of doing business. 


Because I am so certain that these sons will meet the challenges of 
tomorrow, I will predict that the sons of our sons will also have oppor- 
tunities in the hardware business. 


For more than three decades now, folks have been predicting the end 
of the independent hardware dealer. But he is still here and he will be here 
for a long time, because he serves a necessary role. 


The pessimists in America are usually wrong. And they are wrong in 
this instance. Yes, the store our sons will run will be a different type of 
store: it may have a different type of fixtures and perhaps different lines. 


But it will still be a hardware store and it will still present an oppor- 
tunity for a reasonably profitable, satisfying career. Yes, if I had a son, 
I’d like to see him in the hardware business. 


We are now on the threshold of a brand new year, a year full of new 
opportunities and new challenges for men who are not afraid of a little 
honest work. 


The new year is a fresh chance to do the things we forgot to do in 1957; 
it is a new chance to build a better heritage for the sons who will inherit 
the stores. 


If we build well now, and that is our responsibility, there need never 


be a question of the worthiness of the hardware trade for the sons of 
today’s hardwaremen. 
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It's the early bird 





who gets the 
extra buck! 


Special 
FREE GOODS 





otfer... 


..on LOCKWOOD’S complete line of 
Screen and Storm Door Hardware 


® Your choice of any product 
® Minimum order —1 dozen of any product 


® 1 Free with each dozen — or 6 free 
with each 5 dozen of any product 


® Offer Expires January 31, 1958 


Contact your Jobber, or write for details 








LOCKWOOD HARDWARE MANUFACTURING COMPANY, Fitchburg, Mass. 
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WASHINGTON 
BY WASHINGTON 


Another round of railroad freight 
hikes is headed your way in 1958 


Be prepared for auother increase in your freight 
bills soon. 

The major railroads are asking the Interstate 
Commerce Commission for permission to raise rates 
immediately on most articles. The increases will 
average 3 percent. 

If approved, the higher rates will cost shippers 
some $175 million a year extra in freight charges. 

In addition, the railroads are asking for new 
handling and service charges on top of the basic 
rates. At present, most services are included in the 
basic fees. 

The freight charges for some hardware merchan- 
dise will go up more than 3 percent. On others they 
will remain the same. Additional truck freight rate 
hikes are also possible if the railroads get what they 
want. 


outlook 


Figure now that your costs on goods shipped by rail 
will go up 3 percent in 1958. This will ultimately mean 
higher retail prices and a larger dollar inventory for 
the same amount of stock as you now own. 


You will not be immune from labor 
troubles over “hot cargo’ clauses 


You have a big stake in the outcome of current 
legal battles over “hot cargo” clauses in union con- 
tracts with trucking companies. 

These clauses permit union members to refuse to 
handle goods coming from firms engaged in labor 
disputes. 

Pickup and delivery of your merchandise could be 
shut off by the unions at any time, even though you 
are not involved in a labor dispute. You have no 
recourse because hardware stores do not come under 
the jurisdiction of the National Labor Relations 
Board. 


10 


BUREAU OF 











HARDWARE AGE 


The NLRB has ruled these “hot cargo” clauses 
unenforceable. The Interstate Commerce Commission 
recently told truckers the clauses cannot be the basis 
for refusing to handle goods. But the final outcome 
will be up to the U. S. Supreme Court which is study- 
ing the controversy. 


outlook 


If the Court permits this type of union boycott to 
be used, be prepared to demand corrective legislation 
through your congressman. 


Satellite age creates still more 
shortages of skilled personnel 


Your problem of getting workers will get worse 
over the next few years, government experts predict. 
Young managerial talent will be in especially short 
supply. 

Pressure for a step-up in scientific education will 
lure more students into technical studies, and leave 
fewer in business and related courses. Many young 
men will seek jobs in the more dramatic high-pay 
industries, such as missile manufacturing. 

In addition, the number of workers in the 25 to 34 
age group will actually decrease until about 1970. 

A possible solution may be more part-time help. 
The government says 3.5 million persons now hold 
two or more jobs. Many of these have an advanced 
education, including 350,000 with professional or 
technical training. 


outlook 

Consider the use of more part-time help in your store. 
Aim especially for older part-time workers now in 
white collar or skilled jobs who can be trained to help 
in your store on nights or weekends, and take some 
of the burden off of you. Slant your help-wanted 
advertisements to these workers. 


(Continued on page 96) 
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No other jig saw has all these features... 
and is so low priced for volume sales 





MODEL 2100 


@ New—See-As-You-Saw 
Jig-Lite 

2) New — Left or Right 
Angle Adjestment to 45 


* 


New—Eight Inch Rip and 
Circle Guide 

4) New— Auxiliary Guide 
Handle 


New — Fast Cutting— 
2650 Strokes per Minute 


Outsell others 2 to 1 with the 
sensational all-new Shopmate Jig Saw 


Early sales tests show you can expect two to three 
times the volume with this new Shopmate quarter-horse 
husky. It cuts 2 x 4’s, makes 45° bevels on either side, cuts 
perfect circles and even makes its own starting hole. 
Auxiliary handle attaches to either side for added control. 

The new Shopmate cuts everything from metals to 
leathers. Comes with three special blades that give it the 


combined versatility of seven other saws: rip, band, | 


coping, crosscut, scroll, keyhole and hacksaw. 


HERE’S PRE-SELLING SUPPORT! at dwehtined ig 
POPULAR 
Big space ads in potent consumer MECHANICS 
publications like the POST and POPULAR 
MECHANICS introduce this dynamic new jig 
saw for you. To help you move, you receive FREE 


ad mats, streamers and display material. 


| PORTABLE ELECTRIC TOOLS, Inc. 
320 West 83rd Street « Chicago 20, Illinois 
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EVEN THE RECOMMENDED PRICE 
LOOKS LIKE A SPECIAL! 


Because we build the entire 
saw, from die castings to 
motor, we can provide this 
fine power tool at the excit- 
ing, and profitable, low 
EGE « = 6 4s 

















. mail to: GEORGE WEATHERBY, Soles Manager 1 
MAIL PORTABLE ELECTRIC TOOLS, INC. HA 12 

320 West 83rd Street, Chicago 20, Illinois 

@eltice);@ Please send complete information on the | 

all-new Shopmate Jig Saw, including | 

FOR prices and promotion material. 

JC ame | 

LAL SE FIRM NAME 

EWE anoress | 

LA —STATE——_——- 5 








A SUMMARY OF THE BUSINESS OUTLOOK FOR HARDWARE DEALERS 


sales to hold 


ae Sales generally will continue good through 1958 with a pickup coming 
steady in 58 eee after melo geiied Activity during the first half will stay at about the 
same level of recent months. Pickup will come mostly after the settle- 
ment of many key labor contracts, notably in auto industry. Manufac- 
turers also will have to start replenishing inventories which have shrunk 
recently. That’s the prediction of many leading businessmen. HA Recom- 
mendation: Now more than ever, plan aggressive promotions to draw 
customers to your store. Advertising aimed to pull in customers is a 
must. Although customers are becoming cautious in their buying, it’s 
not because they lack money. Savings are at an all-time high. Good 
promotions can encourage consumer spending. 








housewares 


Housewares will continue to be one of the strongest departments in 

to be strong *" * * hardware stores in 1958. That’s the feeling of the men who buy most 
of the nation’s housewares. Nearly all see sales better or equal to 1957 
levels. More than half are sure sales will be higher. Only 1 in 10 pre- 
dicts a drop. Those are the findings of a survey by the National House- 
wares Mfrs. Assn. whose housewares show opens in Chicago Jan. 16. 
HA Recommendation: Try to visit the show. If you can’t, check your 
wholesalers’ housewares assortments early. Also be sure to read the 
Housewares Merchandising Guide starting on p. 37. 





how to avoid 


taking 2 risk With customers becoming more cautious in their buying habits, dealers 
* * * Jook around for new lines to draw customers. Most logical expansion 

is to deepen existing departments in the store. This means extending 

lines within departments, giving you a chance for more sales, more 

profits. HA Recommendation: Look around your store. Check your 

departments to see where you can add new lines to improve your sales 

picture. For instance, if you carry lawn and garden supplies, consider 

the possibility of adding plants and shrubs to your department this year. 





stock controls 


More careful buying and tighter stock controls are the orders of the day. 

are needed 9 It’s the only way to battle continuing competition, dwindling profits and 
a slowdown in consumer buying. The successful dealer will be the one 
who avoids outs and keeps his stocks at the level where he has his best 
turnover rate. HA Recommendatic .. Keep your stocks at the levels 
where you achieve your best turnover. But watch out for outs. Use 
Hardware Age Pocket Want Cards and Stock Control Sheets as your 
tools for effective control. 





... turn to p. 134 for more news on how’s the hardware business 
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Weldwood Counter Model Adhesive Center — Your Profit — 
$25.06 on a $39.88 investment! You get this $10.50 merchan- 
diser FREE with your initial order. Ideal for stores with limited 
tloor space, stocks all popular sizes 











Weidwoed Aghesives Center. 
4 moe see « en ee 








ig” 


Weldwood Floor Model Adhesive Center — Your Profit — 
$43.55 on a $99.89 investment! You cet this $40 
for only $9.95 with your initial order. Built-in recessed lighting. 
Stocks complete selection of all the best-sel 


merchandiser 


rry ¢ 7 c¢ 
g sizes 











increased turnover is a pushover with 
these two Weldwood Adhesive Centers. 


RL 


Weldwood . 
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Contact Cement — bonds in 
stantly, permanently, on con- 
tact without clamping. 


Se ak 
a Seis 


Plastic-Resin Glue — makes 
wood joints even stronger 
than the wood itself. 


AEN tie 


; d | : 
ESTO-SE! 


Soy tr xy. sat OP 





3 > 








Waterproof Resorcinol Glu Presto-Set Glue—ready-to-use 
—for a completely water- household glue, quick-setting, 
proof bond, impervious to won't stain. 


heat, cold, oils. 


MAIL THIS COUPON TODAY! => 


HARDWARE AGE, JANUARY 2, 1958 





Now! Two compact, complete self-merchandisers 
|_|] consolidate bulky inventories 

[_] save valuable shelf space 

[ ] sell more glue 


HERE’S HOW A WELDWOOD ADHESIVE CENTER IN YOUR STORE CAN HELP YOU: 
e a complete package—stocks a balanced assortment of the 4 
fast-selling adhesives that cover 95% of your market. 

¢ saves your time—color-keyed selector chart and clearly marked 
prices help customers select the right glue. 

e steps up turnover—gives point-of-sale impact to extensive na- 
tional advertising in Life, American Home, Mechanix Illustrated, 
Popular Mechanics, Popular Science, and other magazines. 















aie 

United States Plywood Corporation 
Dept. HA1-2-58, 55 W. 44th St., New York 36, N. Y. 
Please rush me my Weldwood Adhesive Center (check model) complete 

: with adhesive assortment, at special price indicated. 
1 1 Counter Model-$39.88 (Retail value-$64.94) ! 
'. 1 Floor Model—$99.89 (Retail value—$143.44) 
! re tan ee 66d 6 eee Ee CESSES OS O6b CK CC COEUSOOSS CON e 
eh gb ct cnes Gnéeteebadnccecdesen ends eaconevengebores 
nse. s whee oeétadaakerel City State 
I is bas 6000 60 nbbAsesicksemebas eden ohh aceteetadoasnat 
: Ee aon State 
Riiiiactisacistinenictili ‘ititaiiiatiaisiliabisiiinlaivtiiinll 
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HERE IS THE LATEST INFORMATION ON NEW MERCHANDISE 





Wheeled power tool stand 


This steel stand for the DeWalt 
Power Shop workshop machine has 
wheels for easy mobility. It also 
serves as a handy mobile work 
bench. Hardware package for the 
stand includes 4 steel legs, 8 
brackets, 2 fixed rear wheels, ad- 
justable front wheel and fasteners. 
Retails for $17.95. The stand is de- 
signed to be assembled with %% in. 
plywood shelves (not included). 
This unit supplements the Power 


ee 





~ 


Shop cabinet line. DeWalt Div., 
American Machine & Foundry Co. 
For more data circle No. 1 on postcard, p. 103 


Hamper, waste basket line 


A family sized hamper, a chair 
height hassock-hamper and a waste 
basket make up this line of items to 
complement any in the line of Coun- 
selor bath scales. Both lines feature 
a quilted vinyl motif. The two ham- 
pers have stabilizing rings at top 
and bottom of the heavy-gauge 
metal body. Both have extra large 


14 








openings. The waste basket matches 
the hampers with the same external 
lines. Available in 6 colors, Brearley 
Co. 


For more data circle No. 2 on postcard, p. 103 


Flat topped gasoline can 


Owners of any gasoline powered 
equipment, boats, or a family car 
will have a use for this flat topped 
gasoline can that stores easily. 
Comes in 14 and 2% gal sizes. It is 
made of lead-coated steel, has a 
built-in expansion chamber and is 
rust, flake and leak-proof. Hose is 





Neoprene. The Flat-Top is _ spill- 
proof and is finished in red baked 
enamel. Western Tool & Stamping 


For more data circle No. 3 on postcard, p. 163 


Self feeding paint roller 
Customers with large areas to 
paint will be interested in this paint 
roller. It automatically feeds itself 
from its own 16 oz tank with a 





—s 


squeeze of the trigger. The Gun-A- 
Matic has a special pressure system 
and a 7 in. roller made of polyure- 
thane. Can be used at any angle on 
ceilings and walls. Easily cleaned. 


Donaldson Co., Inc. 
For more data circle No. 4 on postcard, p. 103 


Ratchet driver tool 

Household and professional me- 
chanics will be interested in this 
ratchet driver that serves as a quick 
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Want more information on these 
products? Then use free post 
card on page 103. 





THAT CAN HELP YOU BUILD BETTER STORE PROFITS 





. , 
. 








service tool. It consists of a 14 in. 
drive handle, a completely sealed 1, 
in. ratchet with fingertip control for 
reversing and a 3/16 in. slot screw- 
driver bit. All Herbrand 1% in. 
drive attachments are interchange- 
able with this tool. Introductory 
price is $5.49. Herbrand Div., Bing- 
ham-Herbrand Corp. 


For more data circle No. 5 on postcard, p. 103 


Chain saw attachment 


Folks with timber on their land 
or firewood to cut will want this 
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chain saw attachment for the Black 
& Decker No. 73 and No. 83 portable 
electric saws. The well balanced unit 
has a wide aluminum shield to pro- 
tect the operator. The saws have an 
instant release trigger switch for 
added safety. Trees or logs up to 18 
in. dia and a stack of dressed lum- 
ber up to 10 in. wide can be cut in 
one pass. The attachment is also 
handy for cutting overhead beams, 
deep pocket cutting and notching. 
Black & Decker Mfg. Co. 


For more data circle No. 6 on postcard, p. 103 


Vacuum jars for food 


Food jars in three sizes have 
been added to the Universal line of 





vacuum products. Principal sales 
feature is the new full-wide mouth 
for easy filling. An easy-on cup, 
shur-grip case, bottom opening for 
quick filler replacement and a va- 
riety of colors are additional selling 
points. Comes in 10 oz size at $2.09, 
pint at $2.69 and quart at $3.45. 
Landers, Frary & Clark. 


For more data circle No. 7 on postcard, p. 103 





Scuffie hoe, crabgrass tool 


Home gardeners will want these 
newest additions to the Green 





Thumb garden tool line, the scuffle 
hoe, left, and the crabgrass weed- 
er. The crabgrass weeder lifts out 
crabgrass and weed clumps with a 
rocker action. All hand tools in the 
Green Thumb line now feature 
bright steel head finishes. Trowels 
in the line now have forged shanks. 
Prices for the line remain the same. 
Union Fork & Hoe Co. 


For more data circle No. 8 on postcard, p. 103 


Marblized brush handles 


Your color conscious customers 
will be attracted by these paint 
brushes with the marblized finish 
handles. This Ox-Swirl brush line 
is made with quality bristle and ox 
hair and each brush handle has a 
hole for hanging. The pre-priced 
brushes come in 1 to 3 in. sizes as 
open stock or in a 3%4 doz assort- 

(Continued on page 100) 
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TO HELP YOU SELL 


NEW DISPLAYS AND OTHER DEALER AIDS TO 


Want more information on these 
sales aids? Then use free post 
card on page 103. 


HELP YOU SELL MORE 





Fishing line dispenser deal 


Three plastic revolving dispens- 
ers are part of this fishing line 





department offered free to dealers 
who buy two of the dispensers. 
Western’s dispenser packed W-40 
line of soft monofilament, braided 
monofilament, bait casting or 
squidding line can be merchandised 
on these units. One department to 
a dealer. Catalog available. West- 
ern Fishing Line Co. 


For more data circle No. 9 on postcard, p. 103 


Hose accessory assortment 


This Allenco carded-rack-assort- 
ment consists of pre-priced carded 


BLLEMTO 
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garden hose accessories on a 
counter display rack, offered free 
with the merchandise. The stand- 
ard assortment includes the best 
selling nozzles, spray, couplings, 
menders, slamese and gooseneck at 
$51.60 list. The rack is included 
with this assortment or any other 
order totalling $50. W. D. Allen 
Mfg. Co. 


For more data circle No. 10 on postcard, p. 103 


Rotary mower display stand 

The Turbo-vac Suction Lift Ro- 
tor and other features of Jacobsen 
rotary mowers can be demonstrated 
traffic 


on this stopping display 


a 





stand. The sturdy, zinc plated tubu- 
lar metal stand holds Model 34B so 
that the mower can be tilted for in- 
spection. The 34 x 28 in. stand is 
$13.95 complete. Last year’s display 
stands can be brought up to date 
with topper and wrap around cards. 
Set of two for $3.95. Jacobsen Mfg. 
Co. 


For more data circle No. 11 on postcard, p. 103 


Candle merchandising deal 


You get a minimum of 42 percent 
profit in this deal. Included is a 





wire merchandising rack that holds 
a full selection of Tally Ho candles 
in 4 sq ft of floor space. It stands 
74 in. high and is 7 in. deep. Holds 
hand-dipped Dinner Candles in 
Two-Packs in sizes from 10 to 15 in. 
at prices from 19¢ to 29¢ per pack. 
The 11 in. twists sell for 29¢ per 
pack. Birthday candles are 10¢ 
and 15¢ per pack. Columbia Wax 
Works. 


For more data circle No. 12 on postcard, p. 103 


Builders’ hardware packaging 


Customers can help themselves to 
Ives aluminum builders’ hardware 





“— Sry re 


(Continued on page 120) 
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BR iding the popularity wave of cutdoor living, 
sales of outing jugs and ice chests are skyrocketing 
... up 40% in the past three years. To get your 
share of this high profit business, feature Little 
Brown. No other line of jugs and chests offers 
better consumer value... bigger sales opportunities. 


LITTLE BROWN JUGS e Smart styling with modern, two- 

toned baked enamel finish e Rugged, two-piece deep-drawn 

steel construction @ Easy-to- clean, white vitreous porcelain 

interior @ All popular sizes .. . spout or faucet models. 
ALSO STAINLESS STEEL MARINE MODELS 


LITTLE BROWN CHESTS e Sculptured, two-toned styling @ 
Rust-proof, hot-dipped galvanized interior @ Slip-in ice Ps —_ 
or agit? 







tray, opener and ice pick @ Outside drain, “Can’t Lose” cap 


e@ Extra-thick insulation e@ 4 sizes hold up to 85 lbs. of ice. FO (Cn. 
NOW IN ALUMINUM, TOO! yin: 


YOUR CUSTOMERS ARE PRE-SOLD BY COLORFUL ADS IN: 


Boats Saturday Evening Post 

Farm Journal Sports Afield 

Field & Stream Sports Afield Boating Annual 

Motor Boating Sports Illustrated 

Outdoor Life Sunset ASK YOUR JOBBER 
Rudder Yachting ABOUT SPECIAL 


DISPLAY RACKS 
Also, FREE stg a 


mats, envelope stuflers 


+ E M f A N > ¢ O M PA N , > MACOMB, ILLINOIS scigih canteen ae 


in your own promotion. 


A DIVISION OF THE AMERICAN THERMOS PRODUCTS COMPANY ORDER FROM YOUR JOBBER 
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NEW ! 5-use Cinderella 
Ol 1m @lel-tem -t-1 4-14 


NEW ! Juice Servers 
with Tops. 











te Ke 
SAN ena 
Fe 


NEW ! 4-in-1 Cinderella 
Divided Serving Dish. 


EXCITING NEW PRODUCTS . .. from the makers of PYREX—who know what women 


want. Beautiful new opinion-tested, sales-tested products. 
Proved for emotional appeals, need, beauty and style. 


EXCITING NEW PROMOTIONS Four special PYREX promotions, keyed to your ’58 selling 


opportunities and seasonal patterns. Plus continuous satu- 
ration advertising in mass media, class media, special inter- 
est media, all keyed to “how, what and when” women buy. 


*EYCITING NEW PROFITS It’s a fact! Exhaustive six-month studies by nationally 


known retail store analysts prove PYREX earns nine times 
the average housewares profit in independent retail stores. 


CORNING GLASS WORKS, CONSUMER PRODUCTS DIVISION, CORNING, N. Y. 


VISIT THE CORNING GLASS CENTER, CORNING, N. Y. 
“PYREX” is a registered trademark in the U.S. of Corning Glass Works, Corning, N.Y. 
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great news from REGINA 1.10. 
NEW ’58 REGINA se 


POLISHER and SCRUBBER 
americas best polisher—now better than ever 


Better-than-ever brushes, motor, ventilating system, bumpers. 
PLUS the right weight, speed and brushes to do the job right! 
Beautiful new design in driftwood and copper tones. Regina 
keeps way ahead, as always! 

















NEW ’58 REGINA « 


| world’s easiest way to clean—now even easier 


This unique lightweight vacuum cleaner is the talk of women 
across the country! Used daily in thousands and thousands of 
homes, hotels, motels.. The news —larger filter area, roomier 
new-shape dirt cup that’s a snap to remove, empty, replace. 
Stunningly streamlined. 





Use this coupon if you can’t get to Chicago > THE REGINA CORP., 67 Regina Avenue, Rahway, N. J 





' i 
. ’ 
| 1 am interested in: 
. . . : . ~ ' 
Most wanted polisher 21 inch spread giant— Castom 400 Polisher and Scrubber 
' ' C4 Chrome Polisher and Scrubber ' 
for larger homes the leader, proven in : 
— ’ ’ : Rug cleaning attachment for Custom 400 : 
stores, performance with : Reconditioning Kit for Custom 400 . 
institutions! America’s greatest companies! Electrikbroom — Model 600 ; 
Model A Twin-Brush Floor Machine ; 
: Reconditioning Kit for Model A ; 
' 

REGINA Model A REGINA Model E ; Model E Heavy-Duty Floor Machine ' 
Twin-Brush 16’ Twin-Brush Heavy-Duty ' Please send: 
Floor Machine Floor Machine Name and address of distributor for my territory ; 
Regina Dealer helps ; 
MADE BY THE WORLD'S LARGEST MANUFACTURER ae eked , 

' STORE NAME - 
OF TWIN-BRUSH POLISHER-SCRUBBERS... ; saieeeailile ; 
f ————ee —_ ' 
IN THE WORLD'S MOST MODERN PLANT FOR FLOOR APPLIANCES! ae 
! CITY ee Ee 
| SIGNED recruipicnhanieatiniiliiaaneddnscaiaeiiaaiia ; 
: IN CANADA: Switson Industries, Welland, Ontario 
2 


See why the country's sold on Regina, at the CHICAGO HOUSEWAR ES SHOW 


Navy Pier, January 16-23 + Space Nos. 408, 410, 412 
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LAU Cote You Up for a 


It’s going to take OUTSTANDING Fans and topnotch VALUES to put 
over a BIG '58 Fan Season... and LAU has them for you! PRICES? 
Yes! QUALITY? Positively! VALUES? Unquestionably! Lau brings you 
EVERYTHING you'll need to SELL MORE FANS than ever before! 


2 AMAZING NEW 20” FANS 


Top Quality! Fully Guaranteed! Electric Reverse! Priced to Meet Any Competition! 


New! 
Model 
20-RW 








95 


list 


Electrically Reversible 
Spectacular Value! 2 


... Dasket-type grille, two-speed controls, electrically reversible, 
rubber mounted blade hub, adjustable spacer panels, (fits windows 
2844" to 3834"). Surf Green baked enamel finish, with black 
blades. 


Model 
20-PR 


Portable — 
Elec-Reverse 3 95 
Air Circulator list 


for mounting in 
windows 294” to 38%4” 


Two-speed, electrically reversible, rubber mounted blade hub, 
rubber feet, fingerproof plated guard, Duo-Flo blades. Surf Green 
baked enamel with black blades. 


NEW! @ AIR-FLIGHT FANS 


Handsome! Durable Plastic! To Round Out Your Fan Stocks! 


) Model 11 


= 4995 


list 


Handsome two-tone grey plastic. Very 
light in weight, unusually sturdy. Out- 
standing in quality, easy to sell. 14” 
high, 13” in diameter. 


Same louvering as Model 16. 3-speed 
foot control, jet black plastic top 
with clear or black louver rings. Same 
dimensions as Model 12. 


20 


Model 12 


4995 


list 


Aerodynamic louvering, maximum 
directed air flow. 3-speed foot control. 
Mahogany-colored plastic top and 
buff louver rings. 14” high, 15” in 
diameter. 


Streamlined plastic 10” fan with 
grille designed to eliminate air-drag 
Neutral grey louvers with black base. 
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Terrific 56 Fan Geagon 











PORTA-BREEZ 


THERMOSTAT 
SIXTEEN 95 
5450 list 
ust Slim, trim, quiet. Fits 
Mobile air circulator; easily casement window. 
noved on non-scuff wheels Lightweight, portable. 


Height adiustable stand 


= The Most Imitated Fan 





Quality...Styling...Performance! 








SUPER SIXTEEN 


4450 


list 
With Tilta-Breez stand, “Comfort 


Grip” expanding handle. Moves 
3000 cfm. 18” x 18” x 5%”. 


SUPER TWELVE 


3995 


list 





SUPER TWENTY 


20” Fan with thermostat, 
(styling same as Super Twelve , 
pansy Aver yl «hy 4995 die. Moves 2300 cfm. 16” x 16 
out stand. list x OM 


Portable air circulator with Tilta- 
Breez stand, “Comfort Grip” han- 


Line in America 





ULTRA TWENTY 





TWIN TWELVE 
WITH AUTOMATIC 


Two 12” blades 








6995 


list 


Four new decorator colors! Fully auto- 
matic fan. Saf-T-Eye, 3 speed switch, 
built-in Thermostat, electrically revers- 
ible. With spacer panels. 





Chosen fer Erhtbition tn the 
Brussels Holds Fat 





tooo ow ow o 4 


titer | 





NEW! @2 VENTILATING RANGE HOODS 










Heavy gauge construct 
30”, 36” and 42” widths 
vertone or Coppertone 
finish. Many features 



















Above Hood in Stainless Steel... 139.95 
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Range and Oven Hoods... Quality, Performance, Low Prices! 


DeLuxe Challenger 










Champion Range 
» Range Hood ' Hood 
’ ‘ 
In 7995 The builder’s model pre-wired 4995 
In Sil- list for quick installation. Single list 
enamel! switch controls fan and light. In 


Silvertone or Coppertone enamel, 
five popular widths... one low price. 


The LAU BLOWER 





LAU 





Exhaust 


Oven Hood 


Has washable filter, simple and 6995 


easy to install. In Coppertone or list 
Silvertone enamel, designed to 

fit all standard ovens. Package 

includes duct work, hood, switch 

and blower unit. 








COMPANY 


Fan Division * 2027 Home Avenue * Dayton 7, Ohio 


Other Plants in Kitchener, Ontario. Canada & 


Ta dlaleio li ee @libaelaalie 






HARDWARE WEEK 












Be 


7 WODEL NO. 60M 


with magnetic lid-lifter 

















SES 


Boost your Hardware Week Sales 


. with Dazey! Standard model LEADER can opener 
with all these top-quality features ... regularly $3.95... 
now only $2.95 during Hardware Week! 

@ New improved design 

® Grease-sealed cutting wheel 
® Magnetic lid-lifter 

® White, yellow or red baked 


a. ae Ss ' 

ae . om S) 
me > + 
ag “ eS. : el 

ig te 

Ae » -> a le ae 

be ” > PM, i 

» ad es . 
3 s a i ” 





ist 7 or iH “ All Dazey products carry an unconditional guarantee 
eo of materials and workmanship without time limit! 
ot * NO. SP60M Available for a limited time only! 
sateen Be sure to order No. SP60M from 
Self-selling display pack- your distributor now! 
age. 3 white, 2 yellow, 1 
red. Dealer cost: $11.82 Be sure 






it's a 


sl 


MANUFACTURED BY THE DAZEY CORPORATION, ST. LOUIS 7, MO. 
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NOW! 


GALVANIZED WARE 


is better than ever! 


Cream City hot-dipped galvanized ware is a long time favorite because of its handsome design, 
sturdy construction, long life under hard use. Now, this popular line is produced by one of the 
major integrated steel companies in the world. This means you are assured a reliable source of 
supply and premium quality at all times. It pays to stock and sell Cream City. 

For complete details on Cream City’s profitable line of galvanized ware, call your nearest 
jobber, or write to Jones & Laughlin Steel Corporation, Container Division, Lebanon, Indiana. 





Jones & Laughlin 


STEEL CORPORATION 


Container Division 


Lebanon, indiana 





STEEL 
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your profits take new 











NEW ROUND 
PANTRY WARE 


NEW ELLIPTICAL 
WASTE- 
BASKETS 





This COLORWARE has “come-on.” The 
new forms and shapes make a strong bid for 
attention when prominently displayed. NAAT TTS 


Shoppers everywhere respond ...get your wi 
share of this response... have enough Magnetic LATCH 
on hand to meet the big demand. =i-J—9-Wel-10> 4 


NATIONAL CAN 


CORPORATION 











3217 WEST 47th PLACE CHICAGO 32, ILLINOIS 









PLUS new and popular standbys ey ; 
=e, | | 
; ans = 
—_— ‘ J ; —" | J 
. ay 
New long-handled New 13 quart Serving Tray 36 qt.—26 qt.—12 at., etc. Compact 3-way 
Dust Pans Refuse Receiver Cake Safe Waste Baskets TripLDeck Dispenser 
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PATRIOT WARE | 





lined 





2 quart sauce pan 


10 inch skillet 


Revere Patriot Ware is 18-8 
stainless steel inside and out— 
heatlined for better cooking 


Your customers asked for it. So here 
it is — a new line of cookware by the 


makers of copper-clad, stainless steel 


Revere Ware. 

Revere Patriot Ware is top-notch 
modern. Cooking-wise. 
Care-wise. It is mirror-bright a// over 
—so easy to clean! 


Style-wise. 


7 inch skillet 2 quart double boiler 
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Revere Patriot Ware gives you a lot 
to sell. Heatlined stainless steel for 
fast, even heating across the bottom 
and up the sides. Cool, “sure-grip” 
handles and knobs of handsome black 
bakelite. Vapor-seal construction with 
beaded covers (no sharp edges). 
Straight sides, flat bottoms for better 
heat control. And an introductory 
offer on a 7-inch open skillet that saves 
your customers $2.00. 


Be first with Patriot Ware by 


6 quart dutch oven 


a great new line by Revere 





1 quart sauce pan 3 quart sauce pan 


Revere. See your distributor now. To 
help you sell, there are newspaper 
mats, full-line folders and attractive 
glossies. Revere Copper and Brass In- 
corporated, Rome Manufacturing 
Company Division, Rome, New York; 
Clinton, Illinois ; Riverside, California. 





It washes and rinses, dries and polishes! $6.98 


* interchangeable brush and sponge! * telescopic handle—adjusts to any length 


from 2’ to 4’! © watermatic sudser — sudses and rinses! * spinning brush head! 
¢ The only brush of its kind on the market today! * Nationally advertised on 
TV, in newspapers, and magazines! A natural for every home in the country! 


SEE EMPIRE'S COMPLETE LINE OF FOUNTAIN BRUSHES...FROM 41.98 TO *6.95—HOUSEWARES SHOW— BOOTHS 915-917-919 


EMPIRE 
a 
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SPINNING- 
SUDSING 
CAR & HOME 
WASHER 


Spins, sudses, has all the 


features of brushes selling 


at much higher prices! 
Packed in colorful 
display shipper! 

Reg. retail price $6.95 
SPECIAL Hardware 


Week Price $498 
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INDOOR 
PUSH BROOM 


with 2-Piece 


‘“Carry-Home” handle! 


Bright new colors... 
pink or yellow! 
Brushes and handles 
in one easy-to-see, 
easy-to-sell display! 
Reg. retail price $2.98 
SPECIAL Hardware 


\ Week Price $939 


\ Nuno 
“PIECE 
wry 
amé 
dle 











. Se 
Sa 
ast 


= 
SSK , 
* 
; 
\ 





ALL YOUR BRUSHES FROM ONE DEPENDABLE SOURCE & EMPIRE BRUSHES, INC., PORT CHESTER, NEW YORK 


\ 


\ 








OUTDOOR 
PUSH BROOM 


with 2-Piece 
“Carry-Home” handle! 
ALL-IN-ONE package 
saves space, makes 
selling easier! 

Tough, rugged broom 
for outdoors. 

In brown or green! 
Reg. retail $2.98 
SPECIAL Hardware 


Week Price $939 


mm 
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NEW! EVEREADY 


B RAN OD 


CASH PROFIT 


whether you buy one case or a hundred! 


















No. Suggested 
in List Price Dealer Price 
“EVEREADY” GARDEN PRODUCTS Size Case Each Per Case 






GARDEN DUST AND SPRAYS 























EEE 8 oz. 12 $1.49 $10.80 
re a rn Cea ceneeceeeseasanees 1 Ib. 12 1.69 12.24 
i 6c ke ashes oe bob banaees 3 Ibs. 6 3.75 13.50 
DEED BO TINE cece cccccvccsvccesves 8 oz. 12 1.10 7.92 
a ES Es 5's vo ck eon bb 6004000 2008 2 Ibs. 12 1.85 13.32 
Vegetable Squeeze Duster... ........0eeeeeeeee 8 oz. 12 1.19 8.64 
Vegetable Dust 2 Ib. Bag... .... ccc eeeecccees 2 Ibs. 12 1.85 13.32 
PER... occ cceetceoceseereeens 8 oz. 12 1.19 8.64 
ca naceediwesstendeees 2 Ibs. 12 1.85 13.32 
of ee ee ee 1 Ib. 12 1.95 14.04 




























Multipurpose Garden Spray 4 oz. Bottle......... 4 oz. 12 1.00 7.20 
Multipurpose Garden Spray 16 oz. Bottle 16 oz. 12 2.95 21.24 


CHLORDANES 





6% Ant Killer (Squeeze Duster)................. 8 oz. 12 89 6.48 


ibe eeans 2 Ibs. 12 1.00 7.20 
72% Chlordane Concentrate Crab Grass Preventive 
ST 8 oz. 12 2.25 16.20 


72% Chlordane Concentrate Crab Grass Preventive 
32 oz. Bottle 


WEED KILLERS 


Kills A'l Total Weed Killer 32 oz. Can 
Kills All Total Weed Killer 1 gal. Can 


32 oz. 6 5.95 21.42 








PRESSURIZED SPRAYS (AEROSOLS) 


RENE See Se ae ga 
Home & Garden Insect Killer 12 oz. Can 


12 oz. 12 1.75 12.60 














‘Si tie) | : 
+= “—- “< ° . . . > > Tt > at eae 4 ~- pa % . tp 4 "se oe om 
carBipe “oF gpg a a gn Sages 12 ie, Re MER Se. gs ae 
: teat > — = -—s ' ro _— a — — + SS E> <..._ ky eet OR ~~ wk “= _- ee 
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Eveready rLilemmme OLallelsm Or. aelle| Mame la-Mae lel Mast. 1a 6Meham Olallelal OF-laeliel-Mi Molaelele- balels 
NATIONAL CARBON COMPANY : Division of Union Carbide Corporation+ 30 East 42nd Street, New York 17, N.Y. 


New York, Pittsburgh, San Francisco « IN CANADA: Union Carbide Canada Limited, Tc 


SALES OFFICES: Atianta, Chicago, Dallas. Kansas City. Los Angel 


28 
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GARDEN PRODUCTS 


Applies to 
any product 
in the line 


*For extra 7%, order before 
; January 31, 1958 for Spring Delivery 


EXTRA 





















oe ee ee ree ee - ~ 


“Eveready” Garden Products, a complete line of top 
quality wonder-chemicals, backed by two world- 
famous brand names: “Eveready” and “Union Carbide” 
Here’s a line designed to give you a smash display... 

with a minimum inventory. Customers can’t miss these 

beautiful, modern spray and dust packages on your 

shelves. They'll see them advertised in national maga- 

zines such as “Better Homes and Gardens”, “Flower 

Grower” and “Popular Gardening”! Sold in all 48 states! 


insecticides ... fungicides... 
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weed killer... 
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Fruit Spray 
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Multipurpose Garden Spray b 


Home and Garden Insect Killer ~ ; 
72% Chlordane Concentrate Crab Grass Preventive 
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This portable, counter-top appliance opens any size, and shape can at the touch of a finger. 
Locks can in position and starts automatically. The lid is cut out in one revolution, magnet 
picks up the cut-out lid, and the can opener shuts itself off automatically, holding the can 
until you are ready to use it. This exclusive walk-away feature permits you to go about your 
kitchen business while the opener works for you. The finger-tip switch operates the full size 
knife sharpener, too, giving every knife a factory sharp edge. White housing with crisp 
lines and gold and chrome trim compliments every kitchen. Attractively gift packaged. 
Fully guaranteed. Mode] No. 2100 White with Gold-Chrome Trim .. . $27.95 Retail. 


from SWING-AWAY the company with the can opener reputation! 


new Swing:A'WAy automatic-electric 


WALK-AWAY FEATURE OPENS ANY SIZE, SIMPLE, SAFE, SURE. Holds ALL ONE UNIT — Electric Knife 
automatically shuts itself any shape can at the cut-out lid magnetically. Sharpener included. No 
off when lid is cut out. touch of a finger. Leaves a safety-smooth edge. Attachments. Rubber feet. 


“ | 
SwinGA WAY FIRST IN SALES ¢ FIRST IN VALUE! 


SWING-A-WAY MANUFACTURING CO. + 4100 BECK AVE. + ST. LOUIS 16, MO. 
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Here are fans with all the glamour and sparkle 


of today’s square, slim modern look. Smart decorator 
colors of mocha brown. . . off-white high 
impact resistant plastic diffuser grille . . . gleaming 
gold instrument panel make the deluxe fan a sure 
sales winner. All other models are equally as modern 
with the slim trim look. Just seven Fasco models 
are all you need to give a complete selection to your 
customers. There’s a fresh look all about Fasco— 
new line—new prices—new sales policies. Send 
in the coupon for beautiful color catalog and 
complete information. 
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Make sure you have the New 






ee 


Se Be Oe ee ee a ee tee Ge 


‘0 ee ete samme EE H-ttpttitti 


«a §#ee 
<a (mae. 
|  ARSSG (BABS 
‘Hee GRGESRRL IPESEEE». 
"SRVGEROURL iReeeeweaseaeY 
‘Rm mrm at # 


pit 





FASCO INDUSTRIES, INC. 
North Union and Augusta Streets 
Rochester 2, New York 


Please send me full information on Fasco Fans with the Slim 
Trim look 





Name 





Company 





Street 





City Zone State 








Both styles available 
in full range of sizes 


Gleaming, jewel-like high gloss finishes 
catch the eye. Lightweight, easy-to- 
handle. All Biltrite Vinyl Garden Hose 
are so durable they are unconditionally For your many customers who demand 
guaranteed. Far exceed standards of the special qualities of rubber . 


the Society of the Plastics Industry, BILTRITE RUBBER HOSE 


Inc. and bear this seal issued by the 


BILTRITE 
U.S. Dept. of Commerce. All couplings Extremely durable live rubber, re- GARDEN HOSE 
full-flow solid brass. Bright, inforced with high tensile cord. 

multi-colored packaging makes selling Full range of sizes and colors. 


easier, too. 





The BIG seller that makes watering easier! 


@ POWERFUL MERCHANDISING HELP including free pte net phan tp 
ad mats and window streamers. Merchandising 


displays and self-service racks available. Finest quality vinyl; gives wide, 


You get these extra advantages 


@ SPEEDY DELIVERY to distributors from strategically gentle spray, always lies flat, re- 
located warehouses. versible for soaking. Nickel-plated 


solid brass fittings. 


AMERICAN BILTRITE RUBBER COMPANY 
CHELSEA 50, MASS. 
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The American » an os 
standard for . ir am oreo 
sportsmen— a “8 , 
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"You can't buy better— to save your life’’ 


THE AMERICAN PAD & TEXTILE CO. 
Greenfield, Ohio 
Fairfield, Calif. Trenton, N.J. New Orleans, La. 
In Canada: Tapatco, Lid., Magog, Que. 
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NOW ore exc ing new features for the 
" WOteen Who Cleans.” Watch next month for 
the 2-page spread which continues this 





sales-building program in ‘58. 


REG.U.S PAT.OFF 
BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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waste baskets 
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BT-8 Basket Tree complete with 46 piece asst. of 5 


y* oe 
Moor, walté fubsline 


8 popular sizes of Lustro-Ware polyethylene baskets. 
All labeled and PREPRICED for self-service sales 


Twelve B-29S Round 9 at. Decorated 
Baskets. Compact 11'@"' size with 94" roll 
rm top Asst pastel colors Retail $] 29 


Six B-31 S Modern Oval Footed Baskets 
1}1x7'ox11" high with molded-in handles 
Assorted pastel colors Retail $1.49 


Six B-32S Round 15 at. Baskets 
Popular 111x127," size with strong 
roll rim. Kitchen colors Retail $1.98 


Four B-33S Round 24 at. Baskets 
Medium size 1314x1434" with strong 
roll rim Kitchen colors Retail $2 98 


Four B-34S Round 34 qt. Baskets 
Jumbo size 141x173" with extra 

strong roll rim for easy carrying. 

Gay kitchen colors Retail $3.95 


Six B-35S Oval 11 qt. Footed Baskets 
1134” high with 81x12” roll rim top 
Pierced design... pastel colors . Retail $1.98 


Four B-36S Oblong 18 qt. Basketweave 
Baskets matches bathroom accessories. 
14” high, 834x13%" roll rim top 

Daisy fresh pastel colors Retail $2.49 
Four B-37S Rectangular 30 qt. Baskets 
Deluxe footed style, 1614" high, 11x14%4" 
flanged rim top. Gay colors . Retail $3.49 


Sturdy Steel BASKET TREE, FREE with 
traffic stopping sign. (less than 3’ x 3’) 


9922 


Soll “Mow 


BASKETS 


in LESS FLOOR SPACE 
with this complete line 
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® Lushro Ware = 
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BASKET TREE 


COMPACT sturdy steel stand 
takes only 3 x 3 feet of floor space 


DISPLAYS and SELLS ALL SIZES, 
shapes and colors for bedroom, 
bath and kitchen. (8 styles) 


Instant VISUAL INVENTORY 
for refilling from open stock 


USE ANYWHERE .. . attracts 
shoppers for other matching Lustro-Ware 


High Margin PROFIT MAKER 
N 


NHMA SHOW 


BOOTHS 
938-40-42 
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Every store will profit from the space-saving, 
display selling advantages of this shopper stopping 
Lustro-Ware Basket Tree. Display and merchandise 
all packed for easy handling . . . sets up in a 
jiffy . . . built to withstand traffic abuse: 


Order today along with other fast turnover staples 
from the line of over 200 guaranteed Lustro-Ware 
plastic housewares. For catalog, prices and other 
FREE sales aids, see your housewares supplier” 

or write... : 
COLUMBUS PLASTIC PROD., INC., Columbus 23, O. 


a ‘ 7 . ‘ 


ALL Nationally Advertised Values by the WORLD'S LARGEST menatocteres of plectie seniinin 





Get your new B.F.Goodrich 
lawn-care-department rack 





Helps boost sales of all 


your lawn-care equipment 


Weighs only 22 lbs. yet displays up to 
200 pounds of merchandise of your 
choice. 

Displays up to 15 lengths of garden 
hose—1125 feet! 

Occupies just 2.2 sq. ft. of floor space 
—and can also be placed on gondolas! 

Easy to assemble. Takes just 10 
minutes. 

Comes with removable leg extenders. 
Maximum height . 

Summer green color, baked enamel 
finish. 

‘Full view”’ shelf displays other mer- 
chandise such as nozzles. washers. 
sprinklers, goosenecks, and hose 
couplings, to mention just a few. 


The National Retail Hardware Assn. 
helped design and has approved this 
display. It 1s more than just another 
rack. It is designed to help you sell all 
your lawn-care items. 


Your distributor and B. F. Goodrich 
want you to have one of these time 
saving, sales boosting racks. Your dis- 
tributor salesman will tell you how 
easily you can get yours. Sell one case 
(5 lengths) of 50-foot Koroseal King 
Size or Koroseal Imperial hose and 
you have paid for the rack and made a 
profit too. 


Scll the complete B.F.Goodrich gar- 
den hose line. B.F.Goodrich provides 
you with a wide choice of Koroseal, 
rubber and plastic hose. Retail prices 
range from $3.95 to $12.95 witha good 


margin for you. 


Koroseal—T.M. Reg. U.S. Pat. Of. 


Cone” 


B.E.Goodrich 
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You get heavy traffic and volume in every 


department of your store when you plan 





carefully and follow-through on a spring 








housewares sale. This Guide tells you how 








to do it, why it is important, and what’s 








in it for you 
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A planned promotional effort is the surest way for you 
to protect present housewares volume and make future 


gains. Here’s how to diagram your project for profit 





How to meet and beat 


by James M. Dixon, associate editor 


To say that housewares competition is grow- 
ing is a mild understatement. 

Competition’s fierce. This is no secret. What 
will you do about it? 

The fight for the housewares dollar now leaves 
you only one conclusion: Promote, or watch your 
traffic die. 

Competition for housewares will get a lot 
worse before it slackens. There are good reasons 
why this is true: 


® Every retailer likes 40 percent margins of 
profit. 


® Every retailer likes fast turnover. 


® Every retailer likes to cash in on nationally 
advertised goods. 


Key housewares lines glitter with these bene- 
fits. In a little more than a dozen years house- 
wares have come into the sunlight from under- 
counter bins in hardware stores that are traffic- 
minded. 

Housewares stand with paint, tools, and gar- 
den equipment as volume makers. Many hard- 
ware store owners agree that 20 percent, or 
more, of their volume comes from housewares. 

Housewares are the key to women shopper 
traffic. And, women command most of the spend- 
able income in this country. 

Housewares’ big bite of profit in hardware 
stores is in danger. Other merchants, from 
kiddie shops to tea companies, have had a taste 
of the housewares boom. They’ve had a profit- 
able experience, and keep coming back for more. 

Someone’s sales must suffer as more and more 
diverse retail outlets line their shelves with pots 
and pans and canister sets. 

Stores that lose the most ground to such com- 
petition are those that do not promote house- 
wares lines. Many stores don’t promote or adver- 
tise, simply because they never had to in the 
past. Yet, these same stores are modern in other 
ways. They have up-to-date cash registers, credit 


_. Here's what can happen in your store when you plan 


systems, and walls covered with perforated 
paneling. 

What is basically lacking, then, is an under- 
standing of the need for regular sales promotion 
as part of the modern way to do business. 

This Guide has just one purpose: To alert you 
to the competitive drain on your housewares 
sales, and to show you how to stop that drain 
with powerful sales promotion. 

Sales promotion is much more than random 
advertising. 

It is a state of mind and a team effort. Every 
one in your store should share in the job of 
making your store more promotional, from stock 
marker to the check-out cashier. 
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your housewares promotion. 


Sales promotion is a good advertisement, a 
smiling clerk, a well lettered sign, a complete 
assortment of housewares. 

A good sales promotion brings crowds of 
people into your store, makes them happy while 
they are there and gives them the urge to come 
back again and again. No advertisement alone, 
nor sale-priced item can accomplish this. It is 
the sum total of many things. 

This Guide does not attempt to layout a year’s 
promotional planning for you. Instead, here is 
the groundwork for planning a single big spring 
housew: ces sale promotion. 

The editors did a lot of research on what 
housewares sell best in the first half of the year. 


HARDWARE AGE, JANUARY 2, 1958 


We kept in mind the end of winter, the spring 
season, the approach of summer, and when most 
customers are in a buying mood for the widest 
selection of housewares. 

We chose March for a month-long housewares 
promotion. 

Why March? 

Hardware stores traditionally shake off win- 
ter’s doldrums with about $200 million in sales 
in March. A big chunk of that figure is in house- 
wares. And the figure could grow by leaps and 
bounds with a concerted promotional effort. 

March is spring cleaning time, and paint-up, 
fix-up time. Mild weather begins to loosen 
winter’s grip on purse strings. Psychologically, 
it’s the right time for a sales promotion. 

Department and chain stores make their big 
spring housewares pitch in March. 

A majority of wholesaler catalogs and group 
buying catalogs are mailed for March consumer 
buying. The heart of a good housewares promo- 
tion is a well planned wholesaler’s broadside or 
catalog. But this is only the beginning of a 
major sales effort. 

Before you even think of broadsides, visit 
shows, set up a timetable of pre-sale steps 
in planning, make your selection of staple and 
sale items, arrange for co-op ad money, ad mats, 
newspaper and other ad space, have staff meet- 
ings, design displays, etc. 

Promotion takes time. Planning, checking, and 
organizing a big sale will put a premium on your 
hours. 

Promotion takes money. Advertising in any 
form is costly. 

Is it worth the time and money it costs to 
promote? 

Your store has a heavy door with a strong lock 
to stop thieves from stealing your stock. Promo- 
tion is the door and lock that keeps competition 
from stealing your traffic. 


There is no store so successful that it doesn’t 
need to promote. 





How to 
set up a timetable 




















A successful sale is never an accident. 

Whether you’re going to have a one-day sale 
or a one-month sale of housewares, planning time 
is important. 

Equally important is a definite schedule of 
events to gage your progress and remind you of 
the next step. 

Just what is a successful sale? 

A successful sale is one that gives you as much 
as you put into it. If you are going to burn up 
a lot of energy, time, and money your return 
should be proportionate in sales volume. 

Any planned sales event should return a mini- 
mum sales increase of 10 percent above the like 
period of the previous year, be it a day, week, 
or month. If you follow the suggestions in this 
Guide, your monthly total for housewares ought 
to be at least 10 percent ahead of last year. 

For example, it’s a proven fact that house- 
wares account for 20 to possibly 30 percent of 
total sales volume in an average modern hard- 
ware store. If your monthly volume for March 
last year was $5000, roughly $1250 of that 
saci AY lal amount was in housewares sales. 


Actually, this figure is modest because house- 
wares sales perk up greatly in March, and sell 

lt stale ens out of normal year ’round proportion. 
| If you can post a 20 percent housewares gain 
"rman. AMUARY for March—and you will if you plan and buy 
MoO NIDAY J carefully—your housewares volume will rise to 
$1500. That’s not all, for additional traffic for 
housewares means better sales in almost every 

other department of your store. 
Shop. — K. S. urhols sale. It’s safe to say that extra housewares gains, 
nonaainainl oe 9 aT plus better overall store sales, could easily boost 
your total sales figure of $5000 in March, 1957, 
to between $5500 and $6000 in March this year. 
But this can only be true if you lay your plans 
now, execute those plans, and follow through in 
detail. 
























































The surest way to guarantee success of your 
sale is to set up a timetable of steps to take 
You have seven weeks to plan your sale. before your sale. Here’s a sample timetable: 
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for a Mareh housewares sale 


It takes two months or more to plan and carry 
out a major housewares sale. Here’s your timetable 


for planning a March Housewares Sale in January 


January 1-15 


® Call a general staff meeting. Explain your March Housewares Sales plan. 
Ask your employees for their ideas and opinions. Ask them what items, promo- 
tions, contests, and display ideas would help improve the sale. Make note of the 
good ideas at this brain-storming session. 


® Give your sale a name and identity, so you can call it Project X or Operation 
Housewares, and everyone will know what you mean. 


® Call on your suppliers. Give them advance notice of your plan. Ask them to 
come up with something extra in the way of prices, specials, or giveaways to help 
you spice the event. Let them feel your enthusiasm, for enthusiasm is contagious. 


® Make up a general list of the kind of items and advertising you have in mind 
for your sale. For a suggested list of best selling spring staples, see page 55. 


® Visit the National Housewares Show at Chicago, Jan. 16-22, and check your 
local wholesalers to see when housewares-hardware exhibits are scheduled. Take 
along your list of staple items and promotion ideas. 

Solicit special prices, package deals, ad money, ad mats, special displays, and 
giveaways from suppliers. Ask your wholesalers if they’ll be offering a catalog 
or broadside that features housewares, in time for a March sale. 


January 15-31 





® Having talked to suppliers, start refining your plans. Get out a letter (see page 
49) to those suppliers you haven’t visited. Make sure that you aren’t missing 
out on selling or advertising aids that are available for the asking. 

Start making a list of ads, mats, deals, giveaways, and demonstrations that 
you can count on. Keep the list current as you approach sale time. 


® Don’t concentrate all of your effort in housewares. A major housewares sale 
will mean bonus traffic for every department. Each store section will have to be 
well stocked, clean, and equipped for more volume if your sale is a success. 


February 1-15 
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® Review your orders and back orders. Remind suppliers of your promotional 
dates and need for prompt deliveries. Plan to have every sale item in stock by 
Feb. 25, or cancel. 

Keep a keener-than-ever eye on want books and running inventory of basic 









How to set up a timetable 
(Continued) 


staples. Housewares and non-housewares staples will mean more than ever as 
store traffic mounts during your sale. 


® Order your advertising early to minimize costly, last minute changes. Review 
the various types of advertising such as post cards, classified ads, handbills, radio 
and TV to see where you get the most for your ad dollar. Check basic prices in 
article on page 44. 


© Order your wholesaler’s consumer mailers and store trim kits. Order display 
signs and other interior and window trims. Put someone in charge of display. 


© Run classified ads for part time help. You'll need some time to train them 
before March 1 rolls around. This is a good time to decide on store hours for the 
sale period. 


® Check supplies: wrapping paper, bags, string, tape, charge books, want 
books, etc. 


© Start your store housecleaning and merchandise relocation for sale. Best to 
make a rough map of your store showing where you'll want to locate key displays 
and departments. 


February 15-27 


® Check last ad proofs against your inventory. Have enough of what you adver- 
tise, or you'll get a reputation as a come-on store. 


® Have tickets printed for door prizes and drawings. Put someone in charge 
of storing, sorting, and arranging prizes and their distribution. 


© Start trimming store and windows toward the end of this period. Make sure 
price-special items are key featured items. 


© Will you cancel sale items ordered but not yet received? 
® Think about setting up a spare check-out station or cash register for busy 


hours or days. 


® If you'll be open long hours, set up lunch and relief periods schedule that will 
assure Sales floor coverage at all times. 


® Have a long, last get-together of salesmen. Emphasize the use of want books, 
new products, and special prices and services that are a part of this sale. Ask 
questions. And ask for opinions, maybe you’ve forgotten something big. 


February 28 


® Spend this day finishing displays, checking supplies, and getting your staff 
into the spirit of a sale event. Make each of them feel that something is happen- 
ing in your store. Enthusiasm is contagious. 


® Mount proofs of ads. They make good selling signs to hang on displays. Have 
a last minute brush-up, dust-off, and sweep-down. Invite your suppliers to visit 
you and see the sale in progress tomorrow. 


March 1 


© Make sure that want books are being used. If certain items are selling well, 
call in orders to your wholesaler, and pick them up in your own car or truck if 
necessary. 


You can’t do business from an empty wagon. 
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How to plan a March Housewares Sale in January 


Early in January 


Visit local, national house- 
wares shows. Ask staff for 
ideas, tell them your plans. 





Early in February 


Call, write suppliers for ad 

money, sales aids. Watch 

staple stock inventory, order 
enough. 








Late in February 
Start housecleaning and 
moving displays. Take spe- | 
cial care to make ads \ 
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How to get the most 
from housewares advertising 


Advertising takes many forms, and all of them 


cost money. But planned advertising pays big 


dividends. Here’s how to get more for ad dollars 


Let’s talk turkey. 

Housewares advertising is not a panacea for 
a store that is dying on its feet. It will never 
make up for bad management. 

Advertising promises you just two things, 
providing it has something to say: First, it will 
catch the eyes of prospects for your goods and 
services; second, it will lure them into your 
store. 

If your advertising, no matter what its form, 
gets people into your store, it has served its 
purpose. 

After that, in-store merchandising is responsi- 
ble for sales. 

Most hardware stores don’t advertise enough. 
Historically, hardware stores never had to adver- 
tise very much. But in competition as fierce as 
today’s housewares market, advertising and sales 
promotion is a must. 

What is enough advertising? 

It is generally agreed that advertising should 
account for 2 percent of your gross retail sales. 
If your store does $50,000 a year at retail, your 
budget should be about $1000. 

If you spend less than this amount, you may 
think you are saving money. The truth is, you 
are putting a brake on sizable volume gains by 
being penny-wise and pound-foolish. 

It’s as simple as this: look around town for 
the most prosperous housewares or hardware 
dealer, or retail store of any kind. The odds are 
100 to 1 these are the dealers who invest the 
most in advertising. 


“Sure, he’s big... 
tise,’”’ you say. 

Which came first, bigness or advertising? You 
get big with intelligent use of your 2 percent 
advertising budget. It isn’t something you do 
because you are prosperous. 

Most big-volume stores were once small stores 
that kept on growing because of a healthy out- 
look on ads and in-store promotion. 

The ad space you want to buy can cost you 
much less than you think. There are dozens of 
housewares manufacturers that have co-op 
money and other promotional aids that go beg- 
ging because not enough dealers ask for them. 

It is that simple. You have to ask to get. 
There’s a businesslike way of doing this, as the 
letter on page 49 shows. 

After you decide on an ad budget for house- 
wares, and solicit and get ad money, how do 
you spend it? There are many ways to promote 
beside the regular channels of newspaper and 
broadside advertising. Some are very cheap. 

The list that follows gives you a brief run- 
down on different promotional forms. Classified 
ads can be as effective as display ads. Postcard 
mailers can outsell a radio spot announcement. 
Even book matches are a strong promotional 
force. 

Check this listing for ideas for a fresh ap- 
proach to promoting your March Housewares 
Sale. Remember, the more different forms of 
promotion you use, the more selling impressions 
you make. 


he can afford to adver- 
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Newspaper display ads 





Cost 


In cities with a circulation of 20-30,000, a full- 
page, black and white ad runs about $450. A 
half page costs about $225; 1500 lines cost 
around $250: and 1000 lines run nearly $170. 
Flat line rate is 15-20¢. In a big city with a 
circulation of 500,000 or more, a full page runs 
over $3000. Flat line rates are more than $1 per 
line, and approach $2 per line for Sunday 
editions. 


Effectiveness 


While thi: the most effective means of 
reaching a wide and varied audience, it is also 
costly. To be immediately profitable, a news- 
paper ad should always produce |0 times its 
cost in retail sales. For example, a newspaper 
ad (ads) that costs $100 to promote your March 
Housewares Sale should return at least $1000 in 
retail volume before the sale is over. 
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Radio 


Cost 
In a city, the size of Burlington, Vt., a 20- 
second spot will cost from $5.90 to $9.80, de- 


pending on the time of day. Used six times, the 
rate is about 20 percent cheaper. A five 
minute program costs from $14 to $22, depend- 
ing upon broadcast time. In a big city, a 20- 
second or one minute spot costs from $20 to $45, 
depending on the hour. There is a 5 percent 
discount for 13-25 spot series. 


Effectiveness 


Too expensive for most dealers in large cities, 
radio is effective and relatively low in cost for 
towns and rural areas. There is usually coopera- 
tive ad money available from manufacturers for 
radio spots. At the right hour of the day, radio 
can reach more potential customers than any 


r 


other torm of housewares advertising. 
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Television 


Cost 


TV in a city of 30-40,000 costs about $90 for 
a 20-second or full minute spot at the best times 
of day. Secondary times cost about $50 for a 
minute or 20 seconds. It costs 10 percent less 
tor a 52-time spot series. 

In a big city, a 10-second spot costs you from 
$150 to $300, depending on the hour of day. 


A 5 to 10 percent discount is added for a long 
series of spots. 
Effectiveness 

Until TV costs come down, and they may 


never, this medium is only within the reach of 
small town and rural dealers as a promotional 
device. Many dealers have had success with this 
type of advertising where rates are low ($10 for 
20 seconds Butte, Mont.), for TV ads have 


impact and big local audiences. 
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in a small city, the cost of classified ads runs 
trom |0¢ to 12¢ a word, usually with a minimum 
of 15 words. In a big city the rate jumps to 
about 80¢ per line (five words), with a two line 
minimum. Rate drops about 10 percent for 
classified ads that run three days or more. 


Effectiveness 


Classitied ads are otten sleepers. That is, they 
often produce sales far in excess of proportion- 
ate cost. They are especially effective in small 
cities, towns, and rural districts, as they are a 
popular form of everyday reading. Many hard- 
ware dealers have a reqular program of classi- 
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Wholesale broadsides and catalogs 
Cost 


Depending on whether the issue is 8, 16 or 32 
pages, and the amount of color involved, your 
housewares catalog will run from $20 to $70 per 
1000. Usually this cost includes a store trim kit 
complete with streamers, price cards, window 
displays, etc. 





Effectiveness 


You pay from 2¢ to 7¢ plus 2¢ each for mail- 
ing to customers on your mailing list, but you 
have no waste circulation. Everyone on your 
list will be an interested reader of your mailing 
piece. Catalogs stay in the home longer for re- 
reading. With this in mind, catalogs are about 
your best ad-dollar investment. 

Of course, you are limited by item selection 
of wholesaler's choice. Usually this selection is 
as good as you could make up 





How to put excitement in a sale 


How to put excitement in a sale 


*Want customers to relax? Try expanding the 


*Want to draw the young set? Try a midget 
coffee break. It's commonplace for dealers to 


car display. Visit local car agencies. Find one 


brew and serve free coffee during a sale. But 
if you enhance this with free cigarettes, you can 
count on plenty of word of mouth advertising 
that will bring in traffic. This idea will cost 
little in relation to its value in keeping customers 
in your store longer. 


that will loan you a foreign car in exchange for 
free publicity. Make sure the car is excep- 
tionally clean and well polished. Put it in a 
window, inside the door, or on the sidewalk. 
Surround it with cleaning and waxing supplies 
for car and home. 
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Demonstrations 
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Cost 


Demonstrators are usually free if the person 
travels about for a manutacturing company. 
Sometimes factories will let you hire and train a 
local girl to demonstrate their products during a 
sale event such as the March Housewares Sale. 
In this case, the factory may pay from 50 to 
100 per cent of demonstrator's salary. Occa- 
sionally the demonstration cost is split three 
ways: dealer-factory-wholesaler. 


Effectiveness 


If you request them well in advance, many 
leading housewares manufacturers will loan you 
a demonstrator for several days to two weeks. 
You may have to supply food and utensils for 
them, but they are worth every nickel they cost 
you. Nothing quite sells appliances and cook- 
ware like a live demonstration. 
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Book matches 


Cost 


This offbeat but effective promotional device 
costs about $9 per !000 with a black and white 
ad printed on the outside fold. Larger quanti- 
ties cost considerably less. Color costs consider- 
ably more. 


Effectiveness 


This is but one of many giveaway-type pro- 
motional pieces that are a solid form of adver- 
tising. Others are imprinted pencils, costing 
about $29 per 1000, and imprinted ball point 
pens, at 23¢ each. Giveaways have two big 
advantages: they are tangible gifts that make 
people glad they shop in your store, and they 
stay in use until they are worn out. 








Post card mailers 


Cost 


The government charges 2¢ per card, of 
course. And it runs you about $5 per 100 or 
$8.50 per 1000 to have cards printed with a 
black and white ad message. If you have dupli- 
cating equipment you can print the ad yourself 
very cheaply. 


Effectiveness 


If your mailing list is up to date and active, 
post card mailers can produce as high as a 10 
percent return. That is, for every 500 you mail 
at a cost of $15 or $20 you can expect to make 
up to 50 sales. Some cards return better than 
10 percent, but the average is nearer 5 percent. 
Effective, cheap housewares sales promotion. 
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Housewares manutacturers 


help you run a sale 


Dozens of manufacturers have ad money, ad mats, and 


other aids to help you power up a housewares sale. Make 


the most of this assistance in planning your promotion 


There is a good deal of co-op advertising money, 

ad mats, and other promotional help available 
from housewares manufacturers for dealer use. 

HARDWARE AGE recently surveyed a_ broad 
cross section of housewares manufacturers to 
check on this situation. The data which is out- 
lined on the following pages is the result of this 
survey. The information is as complete as pos- 
sible as of press time. 

Each manufacturer on our list has certain 
restrictions to weed out triflers. But on the 
whole, most hardware dealers qualify for promo- 
tional aids on the list. 

HARDWARE AGE would welcome information 
about co-operative advertising programs from 
manufacturers who have not yet supplied this 
data. 

A dealer who plans to use co-operative promo- 
tional money must be careful. He must follow 
the manufacturer’s rules for use of such money, 
or he may not be eligible to collect on his ad 
claim. These are things to watch: 

(1) Is co-op money based on purchases? Have 
you bought enough to pay for the ad space you 
have in mind? 

(2) Must you use manufacturers’ ad mats? 
Is a certain ad size and use of color required? 


(53) Are you aware of differences in local and 


national ad rate? On which will manufacturer 
cooperate? 

(4) Do you have to buy direct, instead of from 
wholesaler, to get ad money? 

(5) Can you supply proof ad was run, with 
tear sheets or radio scripts? 

(6) Do you have to match manufacturer’s ex- 
pense on a 50/50 basis? Or may you use money 
as yeu see fit? 

(7) Is co-op money restricted, or may you use 
it for catalogs, TV, and other forms of adver- 
tising as well as newspaper? 





Here's a sample letter you can copy to solicit 
ad money and other promotional aids from 
wholesalers and manufacturers in time for 
your March Housewares Sale. Many dealers 
mail hundreds of copies of letters similar to 
this long before sale time. The response is 
often surprising. An Illinois dealer recently 
wrote HARDWARE AGE that six demonstra- 
tors were allotted to the store for a two-week 
sale as a result of writing to 20 manufacturers. 
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JONES HARDWARE STORE 
bast & Main Streets 
Hometown, USA 


Jan. 5, 1958 


Sales Promotion Hanager, 
Best Housewares life. Co. 


Dear Sir: 


Jones Hardware has set aside the month of March for its 
biggest housewares promotion in many years. We think you'll 
agree that there is no better time for a spring housewares 
event. 


We'll be buying and promoting more housewares than ever 
before, and we'll need your help. We hope you can cocperate 
to make this event a mutually profitable affair. 


Will you please let us know how you can help by answering 
this brief inquiry?: 


(1) Will you share ad costs on your product with us? 





(2) What percentage? How many times? What limit? 


(3) What media? What proof of use? 








()) Where do we send claims? 





(5) Will you supply ad mats? 


——-_ oa -e> —EEe 








(6) Will you supply counter cards? Store and window trims? 
“ pp y 


(7) Will you supply any type of giveaway? 





(8) Will you supply a demonstrator during the period March 1-31? 


(9) Will you supply a movie or display wnit? 





Comments : 


——— —— 








(Signed) 





We are buying new items and heavier staple stock, placing 
ads, and fixing up the store for an all-out March Housewares 
Sales, Every bit of help we can get from manufacturers such 
as you will be appreciated. 


Very truly yours, 





Jones Hardware Store 
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Housewares Merchandising Guide 


What housewares sell best in 


spring promotion? 


What are your best promotional items for a March Housewares Sale? 


Here is a list of basic-basics to use in selecting sale items 


The best planned and advertised sale in history 
will be a dud if the wrong kind of merchandise 
is featured. 

Promotion of unwanted items is a waste of 
time, regardless of how cheap they are. You 
could run a full page ad tomorrow selling $25 
men’s high-button shoes for 25¢ a pair. Your 
ad would read: “Save 99 percent!” and you 
wouldn’t have a handful of takers. 

Picking wanted, basic staples is the nucleus 
of a successful promotion. 

Your customers roll up their sleeves in March. 
They take down storm windows. Cities and 
towns, homeowners and businessmen, get the 
urge to clean-up, paint-up, and fix-up. 

It figures that cleaning and laundry supplies 
are wanted staples. 

It’s the time of year when many spring and 
early-summer housewares lines hit their yearly 
peaks in sales. 

It’s the time of year when you should make 
that truly extra-special effort to corral your 
share of traffic and sales. 

In order to run a March Housewares Sale, you 
have to know what items will sell best in March. 
You have to review your list of planned items 
coldly. 

Every dealer has pet items or lines he likes 
to feature. No matter how much you'd like to 


feature room heaters, the fact is that room heat- 
ers have passed their season. Another item 
would sell much better. 

To pinpoint key spring housewares lines, 
HARDWARE AGE asked the hardware distribution 
and merchandising planning firm of Cosgrove & 
Associates for a list of tested best sellers. 

The list that follows is comprised of basic- 
basic staple items that sell well all year. During 
March, a promotion of these items will beat a 
steady stream of traffic to your door. 

Promotion means planning, advertising, dis- 
play, and selling excitement. 

Promotion also means buying in quantity, and 
reducing prices on some items as sales leaders. 

Any of the items on the following list would 
be perfect as a sales leader, for all of them are 
in top demand in March. 

Buy enough, display enough, and promote 
enough. Sales and profits will take care of them- 
selves. 

There are literally hundreds of other items 
which sell well in the springtime. You’ll find ice 
cube trays, steam irons, patio furniture, kitchen 
tools, and many other lines perk up in spring. 
The list of such good sellers is long. 

But the items listed below are the bedrock 
staples, the musts that guarantee a swell of traf- 
fic and sales in your March Housewares Sale. 
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Basic-basic staples—the heart of your March Housewares Sale 
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Here are half a hundred items guaranteed to get you traffic and sales for 


your spring housewares event. When you feature these items, especially 


if you offer them at bargain prices, you set the stage for a successful sale: 


GENERAL HOUSEWARES 


Galvanized garbage cans. 
Galvanized rubbish cans. 
Trash burner. 

Plastic garbage can. 
Plastic rubbish can. 

5 and 6 ft. step ladders. 


18x27 in. cocoa door mat. 


Rubber “welcome” door mat. 


DDT insect spray, pt., qt. 
DDT bombs. 

Moth flakes, 10 oz. 

Moth balls, 10 oz. 


Tar paper. 


Shelf and drawer lining paper. 
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CLEANING SUPPLIES 
Cellulose sponge mop. 
Rubber sponge mop. 

Cotton wet mops. 

18 in. floor push broom. 
Household corn broom. 

Dust pan, brush. 

Carpet sweeper. 

Galvanized water pail. 
Plastic water pail. 
Household sponges. 
Chamois, window cloths. 
Window squeegie. 

Liquid window cleaner. 

1 lb. paste wax (light, dark). 
Pt., qt., gal. no-rubbing floor wax. 
Pt., qt., gal. silicone polish. 


Qt., gal. liquid and powdered rug 
cleaner. 


12 oz. can wallpaper cleaner. 


8 oz. furniture polish, mar 
remover. 


Toilet bowl and bathtub brushes. 


LAUNDRY ITEMS 


Revolving outdoor clothes dryer. 
Cotton clothes line, 50 ft. 
Plastic clothes line, 50 ft. 
Plastic, wooden clothes pins. 
Clothes pin bags. 

Clothes line reel and hooks. 
Clothes line tightener. 

Willow clothes basket, liner. 
Plastic clothes basket. 

Laundry cart. 

Adjustable metal ironing table. 
Ironing table pads, covers, sets. 


Electric iron cord holder. 


Electric iron rest or rack. 












STOP 
losing sales due to outs 
with 

H. A. Pocket Want Cards 








HARDWARE AGE 
Pocket Want Card 


You can’ sell it, unless it’s in stock. Write 
down here all outs, low stocks and special 
requests. Give size, color, model, etc. Take 
& new card each marning. Turn card in each 


evening 











ae 
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While there no short cut—to—a— rehable 
stock contro! sygtem,thereisan—added_ control 
you can use to reduce outs in your housewares 
sale. This is the Hardware Age Pocket Want 
Card. 

It has been a big help to hundreds of dealers 
and wholesalers} Our orders for Pocket Want 
Cards have topped the 200,000-—-mark: 

Because of bigger—printing orders, we have 
been able to lower the price of these cards 
considerably. Ndw more dealers than ever will 
want to make uge of this simple, effective out- 
eliminator. 

Pocket Want 
cierks’ pockeis. Here, they are handiest for in- 
stant use when lows and outs are discovered 
on your shelves. No more need salesmen be dis- 
couraged from listing lows and outs by the 
long walk to the want book in the back of your 
store. 








(use back of card, if you need more space) 


. 


As soon as your clerk fills a card, he turns 
it in to you. Each card is loaded with vital in- 
formation about the condition of your stock. 
{ach day you give your clerks a new supply. 
Steady use makes them habit forming. Steady 
use means better control of the key housewares 
stocks which are your bread and butter lines. 
Steady use means more profit for you. 

Besides telling you what items are in short 
supply, or have run out, these cards can signal 
demand for new items, colors, and styles in 
housewares, as fast as customers request them. 

A supply of cards can be ordered in time 
for your sale by writing Pocket Want Cards, 
Hardware Age, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 

The new low costs are: 90 cards for $1, 600 
cards for $5, postpaid. Please enclose check 
with order. 
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How to 


set up 


Don’t take your housewares display for 
granted. Your March Housewares Sale will suffer 
if you do. 

Displays don’t build themselves. Displays 
don’t replenish themselves. No one has yet 
built a display that will keep itself clean. 

The one most important aspect of good dis- 
play is order and cleanliness. The two go hand 
in hand. Artful frills and gaudy trims on a 
display counter are not nearly as important 4s 
daily refilling, facing-up, and dusting. This 
importance doubles during a sale period. 

A lot of dealers shrug off display chores 
saying, “I’m just not artistic.” This is like 
saying, “I don’t write charge account receipts 
because my handwriting is poor.” 

The simple fact is, display is a daily chore 
for you and your staff. 

Who can deny that artistic trims and a 
feeling for color and design will improve or- 
derly displays? Accordingly, how many dealers 
can afford to hire decorators to finish displays, 
or buy high-priced trims? 

The average customer prefers to find clean 
stocks, arranged neatly in some depth, and 
clearly price-marked for quick selection, to a 
mixed-up counter that might win an award 
for artistic arrangement. 

Keeping counters and stock in neat order 
is a simple job needing only minutes of time, 
when it’s done each day. The trouble starts 
when a section is neglected for days at a time. 

Can your clerks be accused of periodic neg- 
lect? 

Will your housewares sale suffer because 
customers are confused and discouraged by 
dirty and sloppy displays, unmarked items, 
damaged samples, or outright shortages of 
floor samples that are plentful in the stock 
room? 

You cannot sell what isn’t on display. 

There is a sure cure for a chronically sloppy 
or lazy salesperson who won’t tend to displays 






HARDWARE AGE, JANUARY 2, 1958 












store displays that sell 


Good display is in-store advertising. Lf you overlook it, you are 


neglecting all of the impulse shoppers who are always in your store 


in his section. Set up a specific time for regular 
inspections, the way it’s done in the Army. 

Let your salespeople know that every second 
or third day, or once a week, you’re going to 
make a formal inspection of his section. A 
good inspection means he is in no trouble. A 
kind word is reward enough. 

A bad inspection means the person stays 
overtime on his own, to straighten out the 
mess. A few hours of overtime will solve the 
problem. 

What are the ground rules for good display? 
They are simple, specific, and few: 

(1) Never display a dirty or damaged sam- 
ple, even though “everyone knows your backup 
stock is clean.” Never display a sample that’s 
not backed up by stock. When you run out of 
an item, remove the sample until a new supply 
is in. 

(2) Price mark every bin and sample item. 
Customers will more frequently help them- 
selves, and time will be saved in tracking down 
rrices. 

(3) Don’t stack displays higher than they 
are wide. If you do, you invite constant falling 
apart due to top-heaviness. 

(4) Always put new stock behind old stock 
on displays. Keep stock faced-up. That is, no 
matter how few pieces are on the shelf, they 
should always be faced-up to the front of the 
shelf. 

(5) Let sale signs be sized according to the 
amount of stock on display. Don’t put a post- 
card-size sign on a 10 ft stack of galvanized 
buckets. Signs should be securely anchored in 
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The basic requirement for an 
inviting display is neatness. 
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Set up displays that sell 


(Continued ) 


a metal or wooden holder, or taped to counter 
so that motion won’t send them tumbling. 

(6) Relocate important displays often. A 
once-a-month change gives your store a new 
look. It keeps customers interested. It keeps 
them exposed to more impulse sales as they 
move about the store. 


(7) Make a daily dusting and straightening 


of displays a ritual for each salesperson. Ten 
minutes attention each morning to a display 
counter or island will keep it looking like new. 
Compliment salespeople for good _ displays. 
Penalize them if they don’t do their share. 

There have been two key developments in 
display in recent years. One follows the other: 
Extensive use of perforated paneling, and the 
curing of “columnitis.” 

Perforated paneling costs pennies per square 
foot in popular % and % in. thicknesses. It 
has been the salvation of budget-minded deal- 
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Set up displays that sell 
(Continued ) 


ers who have had to do their own moderniza- 
tions. 

Columnitis has been cured largely by the use 
of perforated paneling. A lot of older stores 
have columns taking up space and blocking the 
view throughout the store. 

Because a lot of dealers still haven’t made 


the change to perforated paneling, nor cured 
columnitis, Hardware Age asked store design 
consultant James Kiley for his ideas on these 
subjects. 

Use these facts and ideas on changing waste 
areas into bright showcases for your March 
Housewares Sale merchandise. 
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C. Wat sTendes 


An effective March Housewares Sale will 
greatly depend on the condition of your basic 
staple stocks, not only in housewares, but 
throughout your store. 

A sudden increase in traffic doesn’t mean much 
unless your shelves are filled with the kind of 
merchandise people want to buy. Hit or miss 
stock control, done from memory and guesswork, 
will never keep the level of basic staples in line 
with consumer demand. 

Consideration of the effectiveness of your stock 
control system is basic to your planning of a 
March Housewares Sale. There is no better 
time te get a workable system going. 

You hear it everywhere: 
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stock control? 


You can’t sell it unless you have it 
in stock. You can’t memorize a com- 
plex basic-staple housewares inven- 
tory. Here’s a simple way to sell 
more staples through always know- 


ing how much you have in stock 


“If I could only get my hands on a simple and 
effective stock control system... .” 

“T can’t afford to gamble time and money on 
a complicated stock control plan, yet I’m losing 
too many sales because of outs... .” 

“The want book is not enough, I need a stock 
control plan for 5000-7500 basic items. Where 
will I find one that I can afford?” 

More and more dealers realize the day is past 
when inventories can be counted remembered, 
and reordered by rule of thumb or by anything 
less than an organized, reliable system. Hard- 
ware has become too complex for even a razor- 
sharp mind. 

But systems cost money, you say, and take 
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Sometimes tney do, but now HARDWARE AGE 
has designed one of its own that virtually elimi- 
nates initial cost. Further, the HARDWARE AGE 
Stock Control Plan is simplicity itself. 

The newest man on your staff can use it cor- 
rectly and efficiently after a short briefing. There 
is no gamble, for this plan is based on a similar 
model used for decades cost-conscious chain and 
department stores. We have streamlined the 
system for you. And we have made it cheap 
enough to make it practically risk-free for you 
to experiment with. 


What do you need to get started? 


You need the two forms (Figs. 1-2) shown 
here, and a three-ring binder to hold them. You 
will need as many binders as you have major 
departments on stock control. 

The two forms are called: LEAD SHEETS 
and STOCK COUNTING SHEETS. 

The lead sheet is for item listings. When filled 
in it lists all that you need to know about items 
and suppliers. 

The stock counting sheet shows you stock 
counts, orders, receipts, and a recap of sales. 

When these sheets are used regularly and with 














systems for accuracy. And they are easy to use, 
from the outset. 


How to get started with stock control plan 
Lead Sheets 


First figure out how many basic stock items 
you want to list on stock control. Since you can 
list 28 items on each lead sheet 100 sheets give 
you listing space for 2800 items. 

The average store with about 5000 basic-basic 
items will need close to 200 lead sheets to set up 
a stock control. 

What is a basic-basic item? 

It is any item which a customer can reasonably 
expect to find on your shelves every day. A ball- 
pein hammer of standard size and weight is a 
basic staple. A specialized upholsterer’s hammer 
is not. 

For every lead sheet, you need one stock 
counting sheet. The two are used in pairs. Each 
stock counting sheet has space for listing six 
full inventories, plus orders, receipts, and sales 
recaps for six periods. 

In many stores, a full once-a-month stock 
count of basic-basic stocks is average. About 
200 stock counting sheets would be needed for 
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MINIMUM WITHOUT THE 
ORDER FOR PROPER ORDER 10 
FULL NUMBERS 
DISCOUNT T 
months ... maybe years... to get working care they give you a rigid stock control that at 
right? least equals far more expensive and complicated 








Fig. 2 


STOCK COUNTING SHEET HARDWARE AGE 


6. 


MERCHANDISE SHEET NUMBER 





ISVi7 


REC DO} SALES BST SALES REC'D] SALES 


—|—19 |310) 101 13 | 
6) 612 —|-17 |K(8 . 
—|— 170 100} 100°] 60 50)50'110 


REC 0 | SALES REC DI SALES 


NUMBER 
ITEMS 
SOLD 


TOP LINE~ 
FLOOR 
STOCK 


BETWEEN 
> AND %5 
AMOUNT OF 
RECEIPT 


AMOUNT OF 
ORDER 


six month’s stock counts of 5000 basic-basic 
items. 


How to use lead sheets 


When you fill in basic information on lead 
sheets you’ll need suppliers’ catalogs and up-to- 
date invoices at your elbow. Such information 
as “PACK” (minimum reorder quantities for 
regular discounts), “COST” and “UNIT” for 
that cost (per each, 10-pack, gross, etc.) will 
have to come from your suppliers. 

The column marked “MIN” (low, or danger 
point) will have to be gaged by your experience 
with an item. 

Each item is listed separately (each color or 
style variation of that item is a separate listing) 
on a numbered line. Each numbered line on the 
lead sheet (right edge) has a corresponding 
numbered line on the stock counting sheet (left 
edge) from 1 to 28. These sheets are placed 
facing each other in a three-ring binder. 

Getting all of your basic-basic items listed on 
lead sheets is the biggest part of the job of 
starting a stock control system. But once com- 
pleted it’s easy to maintain. 

You will often get price change notices from 
your suppliers. This also applies to packaging 
and other general information. When you get 
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COUNTING, 

ORDERING, 

RECEIVING 
DATES 


AREHOUSE 
STOCK 


these notices you should transfer the informa- 
tion to your lead sheets at once. This is the 
only way to keep your stock control book up to 
date. 

If the stock control book is not kept up to 
date it will slowly lose its value. 

Lead sheets usually outlast many stock count- 
ing sheets because stock counting sheets are 
good only for six full inventories. 


Stock counting sheets 


You’ll see that this sheet has many thin col- 
umns, some of which have slanting lines. Each 
of the columns serves a vital purpose in control- 
ling your inventory. Each is dated as it is 
completed. And each helps eliminate lows, outs, 
and overstocks. 

The column marked “STOCK” shows how 
much is on hand the day the stock is counted. 
Top of slanted lines is for floor stock. Bottom of 
slanted line is for reserve stocks. Both stocks 
should be counted on the same day. In total they 
show you what you own as of that date. 

The “ORDER” column is where you enter the 
amount (number of units) you order from sup- 
pliers. Amount of order is based on how much 
vou have in stock, and how much you sold in the 
same period last year. As you order you must 









Stock control is important 
(Continued) 


always keep an eye on the column marked 
“MIN” (low point) on the lead page opposite. 

The “REC’D” column is where you show re- 
ceipts of orders you have previously placed. You 
transfer this information from invoices as fast 
as the hivoices arrive. If you do not list receipts 
(and some stores do not), you will have to guess 
whether stock counts include new goods the next 
time you get an inventory and want to reorder. 

The column marked “SALE” can’t be com- 
pleted until you have your second stock count. 
For it represents how many pieces were sold be- 
tween current count and last count. 

For example, you had 20 screw drivers of a 
certain type on your last stock count. In between 
counts you ordered and received another 12 
units. When you get another inventory, you 
have 18 pieces left in stock. 

If you started with 20, bought another 12, 
and finished with 18 pieces in a one month pe- 
riod, it means you sold exactly 14 pieces between 
stock counts. 

Also, if 14 sales are about average, you have 
(with 18 screw drivers left) little more than 
enough to last until the next month’s count. 

Will you reorder? 

Would you have known these things without 
a stock control to tell you? 

The steps for using these sheets are simple: 


(1) Put lead sheets and stock counting sheets in 
three ring binders. Have a binder for each 
major department: tools, housewares, outdoor 
lines, paint, etc. 


(2) Fill in all pertinent information about items 
and suppliers on lead sheets. 


(3) Label back of each binder with department, 
due date, and person who counts. 


(4) Have each book counted at least once a 
month: 


A—Some stores count every item in book 
on a given day each month. 


B—Other stores have each clerk spend 10-30 
minutes daily completing a section or a page, 
rather than spend a full day once a month. 


C—Many stores have lead sheets listed in 
the same order as the merchandise arrangement 
on the sales floor. This saves time, and often 
gives more accuracy. 


(5) When a section or full book is finished, the 
person who counts turns in his book for 
ordering. You then order what you need, based 
on trends, current sales, last year’s sales, and 
“MIN” figures. 


(6) When order and invoice are received, you 





note amount (units) of receipt in the “REC’D” 
column. 


(7) With each new stock count, you figure out 
how many unit sales were made between the 
current count and the last count. This figure 
goes into “SALE” column. 


(8) After six stock counts (usually six months) 
you will have filled your stock counting sheet. 
File it for future reference, for it’s filled with 
valuable seasonal sales data. Replace it in the 
book with a fresh sheet. 

As you insert fresh sheets, note type of mer- 
chandise and sheet number on top of page. If 
it comes loose from book it will be easy to trace. 


(9) Keep your books up to date. Enter price and 
other changes as quickly as you receive them. 
Make changes neatly, so that pages will last 
longer. end 
HARDWARE AGE Simplified Stock Control Sheets 
are available at these prices: 

50 sets of sheets (50 lead sheets, 50 stock count- 
ing sheets), enough for 1400 item-listing, $1.25, 
200 sets of sheets (200 lead sheets, 200 stock 
counting sheets), enough for 5600 item-listings, 
$4.50. 

Above prices are postpaid, HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia, 39, Pa. 


What do you think? 





Your stock control 
ideas are wanted 


Perhaps you can improve on this sug- 
gested stock control plan. Or perhaps you 
have an altogether different plan that the 
trade should know about. 

Let us know about your stock control 
ideas and methods. 

The point is, there are entirely too many 
dealers still running a “stock control” off 
of the tops of their heads. Today’s hard- 
ware management is too complex for that. 
And the dealers who are running a stock 
control from memory are suffering with 
surpluses of cats and dogs, beside losing 
sales every day in basic staple lines. 

Send your stock control ideas to Editor, 
HARDWARE AGE, Chestnut & 56th Sts., Phil- 
adelphia 39, Pa. 

Any of your ideas that we think the 
trade would like to see will be reproduced 
in our editorial pages. You’ll be given full 
credit as their author. You can contribute 
greatly to helping solve one of hardware’s 
biggest problems. 

You may have terrific problems in con- 
trolling your inventory. Write us your 
problem. If we can’t offer a solution, we'll 
turn the problem over to the trade via our 
editorial pages. 
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How to make things happen 


in your store 


After you get customers in your store for a housewares 
sale, do you lose them because there is no sales atmosphere ? 


Are you long on steak and short on sizzle? 


Put excitement in your sale and you /! get traffic like this, too. 


we 
7 








Sometimes a housewares sale flops. Down to your store she comes, shopping list 

It’s not the fault of advertising or sales pro- in hand. 
motion. What happens? 

It’s because customers who came in search of Well, she’s not sure that she has come to the 
excitement and easy buying terms were dis- right store. There are no banners hanging out, 
appointed. and the display windows are unexciting. 

Put yourself in a typical customer’s shoes. She Inside the store, she may be doubtful that she 
has seen your ads, liked your bargains, and made is in the right place. 
out a spring cleaning shopping list. Judging by your ads, there should have been 

If she has moved into the neighborhood since a real sales jamboree in progress. Instead, the 
last summer the list is long. store looks about like any other hardware store 
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How to make things happen 
(Continued) 


she’s seen. Oh, there are a few displays and 
“sale” signs, and a few more customers than 
usual. But where’s the excitement? 

Salespeople are scarce. The customer tries to 
find the advertised specials herself. This is a 
job. Some specials are displayed and signed. 
Others are nowhere to be found. It’s difficult to 
know what is on sale and what is not. 

This customer would give anything for a cup 
of coffee. Alas, there are no demonstrations. 

Maybe a half an hour or so later this customer 
has rounded up some of the items on her list. 
When she totals her purchases, she discovers she 
has gathered up more than $30 worth of house- 


wares. 

“Maybe I ought to open a revolving charge 
account,” she thinks. When she corrals a clerk 
she discovers the store is strictly a cash-on-the- 
barrelhead operation. No charge accounts, no 
revolving credit, deferred payment, or even 
layaway. 


What happens when you've got plenty of 
housewares traffic and you are asked, “Can I 
charge it?” 

The novelty has worn off of revolving credit. 
It is no longer a new and uncertain way to get 
more traffic in your store. 

There is proof positive of the success of re- 
volving credit as traffic and sales maker. It’s as 
simple as this: If you don’t have revolving credit 
for your customers, you are forcing them to buy 
from some dealer who does. 

Many dealers have held back from starting a 
revolving credit program, because they were 
afraid to finance it themselves. Now a majority 
of banks have taken this bull by the horns, to 
relieve dealers of dollar risks and tied-up capital. 

The letter on the opposite page shows a typical 
bank’s program and requirements to put a hard- 
ware dealer in the revolving credit business for a 
March Housewares Sale. All you need to know 
about revolving credit is in this letter. Most 
progressive banks have a similar program. 

Many dealers finance their own revolving 
credit programs. This takes capital, and a good 
deal of it. But if you can afford to handle your 
own credit system, there are many benefits: 


® Full margins of profit (you have to dis- 





How revolving credit makes things happen in your store 





She may spend $30 in cash. Or she may quiet- 
ly put her purchases down and steal away, never 
to return. 

What kind of a store do you operate? 

Will you waste ad dollars on a _ lack-luster 
store with your March Housewares Sale? 

Will your sale be held in a sparkling store that 
leaves no doubt that there is a sale in progress? 

Will you have extra help to wait on the trade? 

Will your sale signs be legible, atop neatly 
stacked displays? 

Will you have some form of credit, or at least 
a layaway program? 

Layaway and revolving charges are analyzed 
on the following pages. Getting started will be 
simpler than you think. 

As for creating excitement in your store, the 
list of things you can do is virtually limitless. 
Some samples follow. There are many others, 
marked “Put excitement in your sale,”’ sprinkled 
liberally throughout this Housewares Guide. 






count credit paper to banks) plus from 4% to 1% 
percent per month service charge. 

© Extra traffic each time a customer comes in 
to make a payment. 

® Add-on sales to customers who are ahead on 
payments. 

How effective as a traffic and sales maker is a 
revolving charge account plan? Here are some 
quotes sifted from correspondence to HARDWARE 
AGE: 


Duluth, Minn.—‘We call revolving credit ‘PER- 
PETUAL CREDIT’ because once we get a cus- 
tomer on our books, he stays on. Customers will 
actually charge things they don’t need, just to 
keep their accounts open and active.” 


Moberly, Mo.—‘‘We had almost 200 accounts 
opened in the first three months of operation of 
our program. Most of them were new business. 
I don’t know why we didn’t start this thing 
years ago.” 


Upper Darby, Pa.—‘Eventually, revolving credit 
will displace conventional charge accounts, ex- 
cept for industrial customers. The handwriting 
is on the wall. And it’s a darn good thing, for 
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Here's all you need to 
know about revolving 
charge accounts cour- 
tesy of Upper Darby 
National Bank, Upper 
Darby, Pa. Uppp 


Upp R 


revolving credit gives us a hefty profit while 
taking up no more book-work than regular charge 
accounts.” 


Columbus, Ohio—‘Most of our customers own 
their own homes. They’re good credit risks. We 
don’t refuse one application in a hundred. And 
our batting average on delinquencies is even 
better than that.”’ 


Elmhurst, Ill.—‘‘It’s easy to step-up sales. For 
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example, we have eight different brackets for 
dollar limits on revolving charge purchases. A 
customer who wants to buy a $79 power saw 
must either drop to a $70 bracket and make uf 
the difference in cash, or add to his purchase 
to make the amount fit the $90 bracket. Almost 
always, they take the higher figure.” 


San Diego, Calif.—‘We finance our own plan. 
We get customers in the store at least once a 
month for payments. Often as not, we sell ’em 























How to make things happen 
(Continued ) 


something else right after they make a payment. 
P’ve seen $100 accounts stay at $100 or go even 
higher after a year of steady payments.” 


Bangor, Maine—‘When we had only regular 
charge accounts, it was truly difficult to get cus- 
tomers over the $50 bracket at any one time. 
Now, with revolving credit, our average open 
balance exceeds $75.” 


A March Housewares Sale is an ideal time to 
begin a layaway program. There are several 
reasons why this is true: 


® Even if you offer revolving credit, there are 
customers who prefer this “pay as you go”’ plan 
of buying. Some of these customers may not 
have yet established a credit rating in your town. 
Others may be top heavy with time-pay accounts. 


© Layaway involves no risk. You own the 
goods until the last cent is paid in. There are 
no forfeitures, late payments, or dollars tied up 
in credit. 


® Layaway customers usually will not balk at 
buying higher priced items than cash customers. 
They buy more related goods, too. 

Customers are comparatively at ease when 
buying on layaway. The hesitancy that accom- 
panies signing credit contracts is absent. These 
customers make their own terms and pay install- 
ments when they feel like it, within reason of 
course. 


© Every time a customer enters your store to 
make another payment toward owning his pur- 
chases, he’s a target for add-on items. Many 
customers have what amounts to a perpetual 
layaway account at hardware stores. Before 


they complete payments on the original item, 
they’ve added another that may be more expen- 
sive than the first. 


© Layaway has no age barrier, credit search- 
ing, or other limiting restrictions. Youngsters 
as well as old folks have the equivalent of a time 
payment account in your store, to buy whatever 
they please. 











Yakima, Wash.—‘One of the wonderful things 
about revolving charges is the ease of getting 
started. We only ask customers about 15 ques- 
tions, on a form that takes about 10 minutes to 
fill out. It takes less than 10 minutes more to 
check their credit through our local credit asso- 
ciation. We’re charged 75¢ for each credit check, 
but this is cheap considering our revolving credit 
volume and profit.” 


How layaway makes things ha} 


e Layaway means complete freedom for the 
customer. And it means freedom for the dealer 
too. Each party is free from caution and restric- 
tions. 

What are the ground rules for starting a lay- 
away program? Simple and few, they are: 


(1) Deposit. The majority of dealers do not 
demand a deposit. Many suggest one, merely to 
prove good faith. The amount? Usually about 
10 percent of retail price, though this is flexible. 
Most dealers return deposit if customer has 
urgent reason for changing his mind, and this is 
seldom. 


(2) Balance. Most dealers let customers set their 
own payment schedule, as long as items laid-away 
are not likely to go out of season. Dealers know 
that as customers get closer to owning items, 
they speed up payments. 


(3) System. Bookkeeping is held to a pleasant 
minimum. Entire program hinges on the simple 
layaway ticket. This ticket has a detachable 
stub. Here’s what happens to this ticket: 






A—Customer selects items, makes small de- 
posit. 


B—Layaway ticket is filled out. Customer is 
given stub as receipt. 


C—Top of ticket is stored with purchase in 
stockroom layaway bin. 





D—Each payment is noted on both dealer’s 
ticket and stub. These are all the records you 
need. 


E—When last payment is made, both parts of 
ticket are stamped paid in full. Dealer’s part of 
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All of your layaway book- 
keeping goes on this simple 


rag. 





ticket is saved for business records, and for 
mailing list. 


What does layaway cost you? 


Ticket shown here costs $7.50 per 500, or 
$12.75 per 1000. Above this cost, your only 
investment is in stored merchandise, and a bin 
or two for stockroom storage. 

It is never wise to let customer make payments 
on items not actually in storage. It’s embarrass- 
ing when last payment is made and you’re out 
of stock. 
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What are the hazards? 


There are none. There is no possibility of 
losing money, because you own the merchandise 
until paid for. Since purchases never leave your 
store, you have no capital tied up, as you would 
have with a credit or time-pay program. 

Let customers know you are in the layaway 
business! Put a sign in your window, and hang 
several about the store. Mention layaway in your 
ads and store conversations with customers. The 
word will spread soon, and you'll find that lay- 
away is a boon to sales. 


You must know the key selling points of your housewares stock 
to gain customers confidence. Know enough to be specific on 
sales features. Broad terms like "It's our best model,"’ don't fool 
anyone. 

To increase your housewares product knowledge, study business 
magazines like HARDWARE AGE. Ask salespeople for their 
help. Study brochures, product labels, and fact tags in your 
spare time. 


PRICE and WHY 


Most manufacturers put construction information on fact tags or in sales 
bulletins. For example, you should know whether the electric mixers you sell 
have steel or aluminum housings. Idle moments spent in learning more about 
your merchandise will pay off in bigger sales volume. 


-TRADENAMES 


Be ready to demonstrate an electric mixer by showing where the beater release 
switch is. Be able to show how to use the mixer attachments for salad and meat 
grinding. ee 


You should not always have to check price tickets before giving the price. And 
knowing your competitors’ prices helps. Then you are prepared to meet objec- 
tions on price with the reasons for the price difference. Is it the same merchan- 
dise, the same weight, the same year’s model? Does your store offer extra ser- 
vices such as free delivery, or gift wrapping, or budget terms? 


Keep up to date on colors, styles, and materials . . . especially in high-fashion 
housewares like clocks, cookware, and plastics. Know that coral is a deeper shade 
than pink. Know how styrene differs from polyethylene. Know what anodyzed 
means. 


Watch consumer advertising to be up to date with current housewares name 
brand promotions. Many of your customers want to know more about advertised 
items and specials. Push brand names, for they are usually easier to sell and 
give better service. 
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The name 
that brings them in...the line that sells them 


Melnor wraps the garden market in a profit package and hands it 
to you! With brand new items...great new improvements...new lower 
prices on famous Swingin’ Spray oscillating sprinklers...advanced 


packaging like nothing you’ve ever seen...the biggest, most exciting 


advertising campaign in garden history... 


and the promotions that give you extra profit! 


(Turn page for full details!) 
















Melnor’s “Early Bird” Package Promotion...a 


477% DEALER PROFIT! 


“EARLY BIRD" PACKAGE SPECIAL 
No. 6000 contains: 





New! Even more powerful than last year’s 
sellout! Special No. 6000 is pre-packed and 
ready to ship, containing an assortment of 
all 4 models of America’s No. 1 oscillating 
sprinkler and a special free bonus of two 
of Melnor’s fastest-moving, attractively 
carded hose accessories: AQUA-GUN 
hose nozzles...the sensational squeeze 
nozzle and STOP’nFLO hose shut offs 
... top selling instant shut-off that elimi- 
nates long walks to the faucet. 


RETAIL 
VALUE 


(2) No. 525 Swingin’ Sprays @ 6.50 each 13.00 
(3) No. 550 Swingin’ Sprays @ 7.95 each 23.85 
(2) No. 700 Swingin’ Sprays @ 9.95 each 19.90 
(1) No. 1000 Swingin’ Spray @ 12.95 each 12.95 


FREE BONUS 
(4) Aqua-Gun Hose Nozzles @ 1.50 each 6.00 
(2) Stop 'n Flo Hose Shut Offs @ 1.30 each 2.60 





TOTAL RETAIL VALUE 78.30 
DEALER COST 41.82 


Wi * DEALER PROFIT 36.48 
oRP weary og : 
mel ackaee , nN aust 
ENDS 





Melnor’s skin-packed Garden Aids in FREE revolving rack! 


NEW SEE’n SELL ACCESSORIES! 






















Melnor again takes the lead in giving 
you the latest selling tools! Here’s a 
complete basic garden accessory de- 
partment in one space saving, self serv- 
ice rack. The sell is in the packages 
themselves ...each accessory clearly 


visible, easily accessible. And Melnor 
gives you the handsomest, selling-est 
display rack you've ever seen absolutely 
free! Of course, all skin packed items 
also available without rack. 


No. 158S MELNOR’S SEE 'N SELL RACK ASSORTMENT 
contains: 92 Individual pieces, including 20 different items from Aqua-Gun nozzles to 
couplings. All individually skin packed and carded...TOTAL RETAIL VALUE 60.20 


DEALER COST 38.12 


DEALER PROFIT 22.08 































































MELNOR INDUSTRIES, Inc. 





Now! Our top-selling hose accessory has a partner! 






Both with modern design and exclusive “Green Trigger” 


No. 425 STANDARD AQUA-GUN 


The handiest garden hose nozzle ever 
made! Slightest hand pressure gives 
hundreds of spray positions... from 
fine mist through full stream. Can be 
locked and reset with a flick of the 
Green Trigger. Shuts off instantly... 
with just a squeeze of the Aqua-Gun 
handle. 







2 MELNOR AQUA-GUN HOSE NOZZLES! 


See your wholesaler for further details. 





No. 450 DELUXE AQUA-GUN 


Heres’ an Aqua-Gun that does every- 
thing the standard model does plus 
make dozens of watering devices easier 
to use. With a quick turn, watering de- 
vices can be attached and used with all 
the advantages of the squeeze control. 
Has “Green Trigger” for automatic lock- 
ing and resetting. Knurled brass guard 
ring for protection of threaded adapter. 


300 DEWITT AVENUE, BROOKLYN 36, NEW YORK 








QUAKER LAYS IT ON THE LINE 


for Profit-Minded Distributors ! 
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THE GREAT NEW 


A 


DIRECT-VENT 
gas wall 


heater 


Perfect heating-unit for living rooms, dining rooms, bedrooms— 
also ideal for enclosed porches, spare rooms, garages, motels, etc. 


The “Heater that Breathes Outside Air’ Mounts flush to any outside wall. Engineered for peak 
performance. Automatic thermostat control. Automatic 
“Warm Floor” Blower is optional equipment. Outstanding 
quality —competitively priced to fill the big and growing 
demand for safe, low cost zone heating. 


The Quaker DIRECT-VENT Gas Wall 
Heater uses only outside air for combustion. 
Combustion products are exhausted through 
the sealed porcelain combustion chamber to 
the outside. It does not use any room air. 
Completely safe! Black arrows in diagram DISTRIBUTORS es og» neetegagma 
at the left show how the supply of outside ATTENTION! 

air enters the burner for combustion. Red Choice territor 
arrows indicate travel of combustion stilopen. Wire, i—aihadedled 
products to vent outside. ee ee By 


Address 


Send complete information and prices on 
Quaker DIRECT-VENT Gas Wall Heater. 


Model DV-208—20,000 BTU & DV-358—35,000 BTU for natural, mid . 
ees St 
or mixed gas. DV-206—20,000 BTU & DV-356—35,000 BTU for LP gas. & one___Staie 


HEIL-QUAKER CORPORATION, Lewisburg, Tennessee 


THE MOST COMPLETE GAS HEATER LINE IN THE INDUSTRY 


Roeitiisnirindiinunaheoap 
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How to cover more ground 


at the housewares show 


The annual winter housewares show at Chicago will be the biggest 
in history. You'll learn more and get more work done if you 
use these time-saving tips on planning your show trip 


The pattern for your whole year’s sales will 
be set by your visit to the 28th National House- 
wares Exhibit at Chicago, Jan. 16-23. 

Filling both the north and south wings of Navy 
Pier and the adjacent Drill Hall, there are more 
than 700 separate exhibits of merchandise to be 
seen. 

In addition to the NHMA show, there will be 
more than 600 manufacturers displaying their 
wares at the National Independent Housewares 
Exhibit, filling the Morrison Hotel. The same 
show dates as the NHMA exhibit apply. 

This means that your trip will have to be 
planned like clockwork, if you want to see and 
hear about all that is new for 1958. 

A good show visit means that you’ll go back 
home armed with selling ideas that will make 


your store more competitive this year. 

A good show visit means you’ll gather plenty 
of product knowledge on old and new lines that 
will help you train your staff to be salesmen 
instead of clerks. 

A good show visit means you’ll seek and get 
promotional aids like co-op ad money and dis- 
plays for your next big housewares sale. 

A few days at the NHMA show is not a lot 
of time to accomplish all of this. If you plan 
ahead, and make better use of your time at tis 
show, you will have a better housewares depart- 
ment in 1958. 

You will be on top of the housewares market. 
Many of your competitors won’t be, and this is 
your payoff for a well planned visit. 

You will be rubbing elbows with more than 


Things you need to know about the show 


Show hours 


Thursday, Friday, Saturday, Jan. 16-18—9 a.m. to 5 p.m. 
Closed Sunday. 


Monday, Tuesday, Wednesday, Jan. 20-22—9 a.m. to 5 
p.m. 


Last day, Thursday, Jan. 23—9 a.m. to 2 p.m. 
Special events 


NHMA winter show dinner-dance, Saturday, Jan. 18, 
7:30 p.m., at the Palmer House. 


Texas Housewares Club of Dallas, breakfast, Saturday, 
7:30 a.m., at the Sheraton Hotel. 


National Federation of Housewares Clubs Forum, Sun- 
day, Jan. 19, 8 p.m., at the Palmer House. 


Housewares Club of Chicago, buffet-party, Sunday, 4 


p.m., at the Merchandise Mart. 


Special services 


NHMA buses run to Navy Pier and Drill Hall at 5 
minute intervals from 15 principal hotels, from 8 a.m. 


until 10:30 a.m. 





Returning from exhibit, buses run from the Pier at 5 
minute intervals, from 3:30 p.m. until the Pier is cleared. 


Make HARDWARE AGE booth No. 769 your comfort stop 
during the long trek down Navy Pier’s halls. Meet your 
friends at our booth, leave messages, or just relax in our 
comfortable chairs. You’re welcome to use the telephone, 
leave your coat or package in our care. 
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Headquarters for the 28th NHMA National 
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25,000 buyers, dealers, and manufacturers at 
this show. That means there will be a premium 
on everyone’s time. 

How about it? 

Have you set up a schedule that lets you make 
the most of your limited time? 

Here are some ideas to tighten your schedule. 


(1) Before you go to Chicago, prepare a list 
of the items and sales ideas you think neces- 
sary for both year ’round staple sales and special 
sales events. Make a list of suppliers you want 
to be certain to visit. 

Know your advertising budget and plans. 
Know how much inventory you own, and how 
much open-to-buy you have. In short, know the 
score on your housewares department so you 
won’t waste anyone’s time. 


(2) When you enter Navy Pier pick up your 
exhibitor’s list. Check your notes against the 
list. Circle names of suppliers you definitely 
have to see. Remember, there are many manu- 
facturers next door in the Drill Hall. 


(3) If you go to the far end of Navy Pier or 
the Drill Hall and work forward, you’ll probably 
save many hours of valuable time. The traffic 


Housewares Exhibit. 





jams at this show almost always occur right 
inside the doors, where everyone converges on 
the first booths. Like a crowded bus, there is 
always room at the rear. 
(4) Once you are in a manufacturer’s booth, 
don’t waste his time or your time. Get to the 
point. Hear his sales pitch, find out about deals 
and co-op money on new products. Pick up 
plenty of specification sheets and sales literature 
for training classes when you return home. 

If a manufacturer has something wonderful 
to offer in the way of sales aids or items, make 
notes for a follow-up with your wholesaler later. 


(5) Don’t waste time in idle conversation in 
booths where you have no interest in the mer- 
chandise. If you waste time, you will miss 
many booths stocked with new items you need 
to know about. Get to the Pier or Drill Hall 
early. Eat lunch there in preference to an out- 
side meal that may take hours. 


(6) Each evening review your day’s work. Write 
down ideas while they are fresh in your mind. 
Remind yourself of the next day’s calls. Keep 
a running record of anything and everything 
that will be of value for sales training, display, 
and promotion when you return home. 


® End 
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THE FAMOUS BRAND 
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BRANDS WILL HAVE 


wame... THERMOS. 





FOR HIGHEST UNIT PROFITS, TRADE UP TO THE THERMDS. BRAND 


FOR PROMOTIONS, FEATURE ICY-HOT., KEAPSIT. OR HOLIDAY. 


THERMOS’ IDENTIFICATION 
FOR POINT OF SALE 


IMPACT ON VACUUM WARE 
AND JUGS AND CHESTS 





Maximum THERMOS 
brand identification will 
be on attractive new sleeve 
labels and cartons which 
also feature exclusive 
sales points—tip protec- 
tor, non-drip pouring lip 
and patented Polly Red 
Top® stopper. In addition, 
THERMOS identification is displayed on the cap-cups 
and on the base of the barrels. Your customers will see 
this THERMOS identification on both the THERMOS 
and promotional brands. 





All lunch kits and insulated jugs and 
chests manufactured by THERMOS 
will have new labels clearly identify- 
ing them as THERMOS products. 


THERMDs. 


PRODUCT 
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NOW ALL BRANDS BY 


THERMOS. 


ARE NATIONALLY ADVERTISED— 
PRE-SOLD TO YOUR 
CUSTOMERS IN THE LARGEST 
CONSUMER ADVERTISING PROGRAM 
IN THE HISTORY 
OF THE VACUUM AND 
INSULATED WARE INDUSTRY 











THE AMERICAN THERMOS PRODUCTS COMPANY 


NORWICH, CONNECTICUT 
Canadian Thermos Products, Ltd., Toronto—Thermos, Ltd., London 


IT ISN'T A THERMOS PRODUCT 
WITHOUT THE THERMOS TRADEMARK 
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wiches . 


ED 


Large base mokes oftractive 
serving troy for cookies 


sandwiches 





.. . perfect for parties 

. . . practical for the kitchen 
Easy, convenient way to carry hot 
or cold dishes to barbecues, parties 
and get-togethers. Two compart- 
ments provide ample storage space 
for cakes, pies, cookies and sand- 
. . keep them fresh for 
days. Large utility base can be used 
as attractive serving tray. 
Beautiful hand-decorated design, 
available in lemon yellow, pink, 
turquoise, red or white, adds a new 
beauty to any kitchen. Retail $2.99 


Slightly higher west of the Rockies 
Order from your jobber today. 


rae 


Lerge compartment holds cokes 
and hot dishes _ may be used 
seporately 






























































Separate section keeps pres 


fresh for days 


KITCHENWARE BY 


Since 1921 





Sa 


Pie cover fits snugly over base 
in neot single compartment 









PEORIA METAL SPECIALTY COMPANY 
2501 $. Washington Si. @ Peoria, Mineis 











L otter from Hardware Age readers 











Paint dealer’s problem 


Dear Editor: 

There have been numerous editorials in HA pointing to 
the fact that our salvation was to compete with the “dollar 
volume, penny profit” outlets by concentrating on exploit- 
ing “charge” sales, giving increased service and promo- 
ting items which did not suit the discount and super- 
market method of operation. 

One of these items, as you so ably pointed out, is Paint 
and Sundries. 

Having devoted a great deal of effort in building up my 
paint business, I thoroughly enjoyed reading those edi- 
torials because it made me feel that I was on the right 
track. But, now I wonder if I am right? 

About three years ago I decided that I could add sub- 
stantially to my volume by the addition of a major 
national brand of paint. After some deliberation, I 
married into the family of a national line of paint. I be- 
came a full line dealer stocking almost everything pro- 
duced by this firm. 

My sales rose beyond my fondest expectations and the 
company’s reports were most enthusiastic in their praise 
of how I was building up the line in my area. 


Management given the facts 


About eight months ago I learned that this line had 
been placed in a discount house less than a quarter of a 
mile distant. I called in my paint salesman and he finally 
admitted that the firm, tongue in cheek, had sanctioned 
full line shipments to the operator under an assumed 
name. 

I called in the district manager and gave him my views 
of what such a short sighted policy might do no matter 
how expedient the move looked at the moment. My main 
argument was that a paint sale origination in such an 
outlet and its consummation in another locality, where a 
hardware store carried the same line of paint, would 
immediately turn up an unbelievable disparity in price 
to the consumer, and place the local merchant in a bad 
light to say the least. Perhaps even so far as to lose that 
customer forever to the discount outlet. 

The district manager tried to dispel my fears. He as- 
sured me he would look into the matter because it was 
his company’s policy, which they publicly advocated to the 
trade through their monthly newspaper, that their dealers 
work on a 40 per cent margin. 

Last month what I had feared finally happened. A cus- 
tomer entered my store and requested a gallon of paint. 
Upon being informed by the clerk what the cost would be, 
the customer indignantly advised me that what cost $3.89 
per gallon from the factory could be purchased for $4.52 
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FOR REAL GARDEN SUPPLY VOLUME 


This is the line that'll add real PUSH to your Garden Supply Busi- 
ness! Better design, better made, better prices ... it all adds up to 
more sales and more profits for you. For more information and 
prices ask your jobber. 








LAWN SWEEPERS 


f mag 
rd 





& DUNHAM: LAWN ROLLERS 


* TWO MODELS 
20°’ Sweeping Width 
24” Sweeping Width 

* BIG BASKET CAPACITY 
20°’ Model 5'/, Bushels 
24° Model 7'/, Bushels 


* RUGGED all steel 
frame 


® Heavy duty brush 
* Ball bearing brush reel 
* Rubber tires 






A variety of models to mee? 
the needs of Home Owner, 
Golf Courses, Large 
Estates, etc. 


° Fill with water or sand 
* Drum edges are rounded 


® Self cleaning adjustable 
scraper 

This is the finest lawn sweeper you 

can sell. It’s built for easy 

handling and long service life. 

Everything about it is rugged, 

everything about it is modern. 


* Oilite bearings 





LAWN AND HOME AND GARDEN 
GREEN AERATORS WHEELBARROW 





=, ™" * BUILT RIGHT 
. y 
\ * The Best Aerator . 
\ © E-Z does it push pull Deluxe Model 50-P ) 
BN action . @ top quolity 


borrow built for 
easy handling on 
gardening and 
cround the house 
jobs. Big 3/2 cu. ft. 
capacity, 18 gauge 
steel tray, 10” ball 
bearing wheel. Ali 
nuts and bolts 
cadmium plated, 






* Big seller to 
homeowners 








Manufactured by 
OHIO MACHINE PRODUCTS, Inc. 


COLUMBUS, OHIO 


This is it for seeding and 
feeding. 


Manufacturers of the Dunham Hand 
and Fairway Water-Weight Rollers 


eR d, h dut 
ugged, heavy culy Exclusive Sales Agent 


JOHN H. GRAHAM & CO. INC. 


105 Duane Street, New York 8, N. Y. 


construction. 


¢ 3 sizes, there's one 
for every lawn. 
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SYNTHETIC FABRICS, INC. 


78 








SELF-ADHERING 





SELF-ADHERING DECORATED PLASTIC 
mode of GOODAYEAR Vinglilon 


(rt HALL (N.H.M.A.) 


. BOOTH 1140) 


© NEW COLOR PATTERNS styled for Volume Sales 





. SATIN-GLOSS Abie bi 


Get YOUR Share of this 


$25,000,000°° 


MARKET! 


put these ~ 
MAGIC-COVER * 


SALESMEN 


to work in 
1958 





A 
4 














FOR™ a 
FULL 











> INFORMATION 


ss > 
_SYNFAB, INC. 


225 EAST 46TH STREET 


NEW YORK 17, NEW YORK 


Springfield, Mass. 






at the aforementioned discount out- 
let. After the customer left my 
store, without the paint, I immedi- 
ately sent one of my clerks to the 
discount outlet where he made a 
purchase, and for which he re- 
ceived a receipt. 

I immediately called some of the 
dealers in the city who carried the 
same line and appraised them of the 
situation. All of them were dis- 
mayed and advised me that com- 
plaining was about as fruitless as 
trying to move a mountain. They 
were with me 100 per cent but what 
was there to be done? Some of those 
dealers threatened to throw the line 
out if nothing was done to rectify 
the situation. 
dealer knows, 


However, as any 
this is no easy task 
and is more easily said than done. 


Let's help our friends 

I called the district manager 
again. He actually disclaimed any 
knowledge of the entire matter, but 
promised he would look into it. He 
gave me a polite brushoff. I main- 
tained that whereas I had been 
aware of his company’s policy in 
selling large users direct, they were 
now creating outlets which were 
sniping at the small users, all to the 
detriment of legitimate dealers. 

While I realize that in our free 
enterprise system we cannot tell 
anyone to whom to sell, there does 
exist in our business a code of 
ethics to which we all subscribe. 

Therefore we dealers should en- 
courage those paint manufacturers 
who do subscribe to that code that 
holds that dealers are entitled to 
some degree of protection for their 
efforts, service to the consumer, and 
loyalty. Dealers throughout the 
country will then be in a position to 
judge for themselves where their 
best interests will be served before 
deciding which paint line to add. 
We will give the proper response to 
those manufacturers who have for- 
saken the true and tested outlets 
who have gone through good and 
bad times together, and who have 
been primarily responsible for the 
manufacturers’ growth, acceptance 
and success. 

I ask your assistance in bringing 
this sit iation to the attention of the 
trade. 

Leonard Lipton 
A. 5S. Lipton & Son 
New York, N. Y. 
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Overall size 24" x 62" 
Board 24" x 48" 
Complete with hooks 


WE OFFER A STRAIGHT DEAL.. 
sold...without hidden costs.. 


WILL 





I—-PERMANEN 





SELL 


ITSELF 


WHEN PROPERLY DISPLAYED 


“wad 


MAIL BOX 
DISPLAY RACK 


‘T DESIRABLE RACK 


(Not cardboard or chipboard) 


2--DISPLAY 6 BOXES ON EACH SIDE 
(Ornametal’s full line) 


3—ANALYZED and MARKET SURVEYED 


(Choice of price range) 


4—-EYE APPEAL MAKES SALES 


REGISTERS RING 


io a | 


-JOBBER SERVICED RACK 


SPACE 1122 


JAN. 16-23 








(Keeps inventory balanced and complete) 


6—ATTRACTIVE... 


AND GOLD 


BLACK, TURQUOISE 


rack dresses up the store as well as the Orna-Metal 


Boxes 


SPACE 1122 


NATIONAL HOUSEWARES SHOW 


. without “Gifts” that must be 


.and without Gimmicxs 





Our 24-piece Package Deal with a FREE DISPLAY RACK! 


ORNA-METAL’S PACKAGED MAIL BOX DEPARTMENT 
consists of the NO CHARGE DISPLAY STAND and the following: 

















DISPLAY STOCK 
Shipping Weight 80 Ibs. 
EXTRA STANDS $10.00 EACH PREPAID 



































JOBBER CATALOG PAGES 


Sentinnn Tereel Sep 


225 AERO DRIVE 
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Number Model Retail Total Retail Value 
5 each M-52 $4.95 $ 24.75 
4 each M-60 4.95 19.80 
4 each D-1 92.99 11.96 
5 each M-3 7.60 38.00 
4 each M-711 4.45 17.80 
2 each M-603 8.75 17.50 

Retail Sales $129.81 

Dealer's Cost, Less 40% 77.89 

YOUR PROFIT $ 51.92 
AVAILABLE ‘— 
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pulls traffic 


Hardware dealer tells his story each 
Sunday in the newspaper with 
chatty comments, jokes and selling 


copy about his hardware lines 


I i ec Ss 


Paul Wilmot writes copy for his newspaper 
column. 






Paul Wilmot has combined his talents as a hard- 
Wwareman and a newspaper columnist for the past 16 
years. The result: more store traffic. 

Mr. Wilmot writes a weekly column known as Stray 
Bolts to advertise Wilmot’s, Inc., Roswell, N. M., hard- 
ware store. 

The column appears as a paid ad each Sunday in 
the Roswell Daily Record. The column was started 26 
years ago by Dan H. Wilmot, father of the present 
head of the firm. 

Many amusing incidents are tied to this column. 
A minister, who reads the column regularly, com- 
plained that one of the jokes was a bit risque, and 
that he had been using quotes from the column in his 
sermons. 

Mr. Wilmot says, “At one time there were two 
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PEOPLE WHO HANG ONTO 
THEIR SENSE OF HUMOR 
CAN’T BE LICKED! 





Soon you'll be putting your 
summer clothes away for the 
winter. Should you need Moth 
Crystals, Wilmot’s has them in 
the large size can for 79c. We 
also have the Moth Cake for 
onyl 43c. Hang them in closets 
as they kill moths and moth 
eggs. 





Toastmaster (introducing the 
speaker-: “I’m sure that Mr. 
Jones of the Soils and Fertiliz- 
er Department, will give you a 
pleasant half-hour. 
full of his subject.” 





You'll find the newest in a 
“Do it yourself” table cloth at 
Wilmot’s. These are for the 
holidays in three styles, Christ- 
mas, Cocktail, and Birthdays 
They ~me in three c~ 
~~” wee. i* yur 

ting Goods urtment. 
ach set has a storage rack for 
all the equipment. We have 
these fine quality sets at $9.95, 
$13.95, $15.95, $19.95 and 
$29.95. 





The laziest man in the coun- 
ty was conducting an experi- 
meut. Lolling in his favorite 
rocker on the front porch of his 
little cabin, he would turn his 
face to the west and rock a 
little while, then turn toward 
the south and rock some more. 
Changing back, the experiment 
would go on. 

“What's the trouble, Eph?” 
his wife called out, finally at- 
tracted by his peculiar manner. 
“What are ye’ movin’ about so 
much fur?” 


is the easiest—rockin’ east and 





He is just: 
ae lic 


“Jest trying to find out which, 


west with the wind or north 
and south with the grain in the 
floor,” was his reply. 





Boys here is a buy! A good 
quality practice football for 
only $2.95. 

We also have football shoes 
for only $10.95. See our Sport- 
ing Goods Department for all 
your football equipment needs. 





First Farmer: “Big storm we 
had last night.” 

Second Farmer: “Yep.” 

First: “Do much damage to 
your big barn?” 
Second: “Darned if I know.” 
First: “How come you don’t 
now?” 

Second: “Can’t find it.” 











Received another shipment 
last week of the Spike Lawn 
and Garden Sprinklers. These 
ore available for - 49c. Just 
: a “ary 
eve) wvaYS Su. 
less anu _. Oe@Cause you use u 
small compact, easy to store 
appliance instead of a large 
stove. There are three models 
avaliable, $69.95, -$79.95 and 
$89.95. We have the $69.95 
model in stock and ean obtain 
either of the other two over- 
night. 





Woman looking at greeting 
card rack: “Do you have a get- 
well card that hints she’s not 
as sick as she thinks she is?” 





You'll find about any greet- 
ing you may want to express 
in our selection of Norcross 
cards. A card for any occasion. 
| 





WILMOT’S, INC. 
— Since 1911 — 
“Where Most People Trade” 











A typical Stray Bolts column. 


newspapers in Roswell. 
interest in Stray Bolts t 
which we did not run the 





There was such reader 
hat the evening paper, in 
column, offered to publish 


it free to meet readers’ requests. 
“We mix jokes, philosophy, and newsy items on 


hardware in the column. 
merchandise in the store. 
items. 


It serves to tell about new 
It helps sell slow moving 


“We had small kits of screwdrivers displayed in the 


sporting goods department. 


of jewelers’ sizes. 


The screwdrivers were 


We mentioned the kits in Stray 


Bolts, and had to reorder them.”’ 
Jokes published in the column are brought or sent 


in by customers. 


Complaints were received by Wilmot’s when Stray 


Bolts did not appear beca 


use Mr. Wilmot was ill. 
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Best 
Pail 
Made for 
Feeding 


ABY 
CALVES 


NEP LE PAIL 


WHY CALFEEDER HAS THE REPUTATION 























MINNEAPOLIS SUNDAY TRIBUNE PHOTO 


cA 


exclusive / >” 








— if “BEST PAIL MADE FOR BABY CALVES” 
CALFeeder nipple assembly is made of indestruct- @ More calves survive the hazardous first 8 weeks of life. 
gp re hegre eg bo cate @ CALFeeder eliminates tiresome weaning of nursing 
calves and prevents udder damage. @ CALFeeder fed 
) CALF GETS ALL THE MILK calves show increased vitality. @ CALFeeder tends to 





St me ( seonnfal of silk remains i, reduce scours caused by gulping from pail. 
ng CIN 


CALFeeder Nipple Pail. 


TWO SIZES AVAILABLE 


Only CALFeeder gives 
your customers a choice of 


General Metalware Company, Dept. HA 


Stock up— 1401 Central Ave., N.E., Minneapolis 13, Minn. 





sizes and prices to suit their . from Please send 
requirements. Another rea- your [) More information. 
son why CALFeeder is wholesaler, C) Name of nearest wholesaler. 





popular with dealers! 


NOW! 


Nome 








8 QUART, 12 QUART 
Company Name 


GENERAL METALWARE COMPANY Address 


MINNEAPOLIS 13, MINNESOTA City State 
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America's finest and most complete line of 
LAWN SPRINKLERS and GARDEN ACCESSORIES 


LAFAYETTE introduces for 1958 the most unique group of lawn 
sprinklers and garden accessories ...incorporating the most 
advanced design and performance innovations. | 







Package-Designed to 
NIAGARA Sprinkler. “SELL-ON-SIGHT’ and priced 
Chrome plated brass for ‘FAST SALES’! 


Spraying Arm unit, 
green cast base. 



















WHIRL-WIND Sprinkler, 
sprays 40 foot area. 
Chrome plated brass 

Arms, green cast base. 





PISTOL GRIP HOSE NOZZLE 
Authentic looking, One 

hand operation. Press 
trigger to automaticall 
lock nozzle into any spray 


position. “SNAP-ON” 
“Stroller” 


Coupling 

LAWN SPRINKLER 
Ist Popular Priced Fine Quality 
Strolling Lawn Sprinkler. Follows 
hose in any direction or pattern. 
Slow movement for 
complete water 
saturation Tractor 
type wheels. 


| v 
Dul-C©)-Mati 

a LAWN SPRINKLER 

Dn erermennnrennn : “DIAL” for desired areas. 
“SNAP-ON” coupling connects 

or disconnects in split-second. 
Chrome Plated Arm, 
White Base. 





























LAFAYETTE Sprinkler. 
Adjustable Nozzles for 
mist, spray or stream. 
Sprays 10 to 65 feet. 
NB Chrome plated Arms, 
green cast base. 




































RAINBOW Sprinkler. 
Adjustable Nozzles for 
mist or rain spray. 
Chrome plated brass 
Arms, green cast base. 


GARDEN SPRINKLER 

_ Sprays areas up 
to 1500 feet. 
“SNAP-ON” 

Coupling 

disconnects or 
connects in a 
a split-second. 
ce Annodized aluminum 
sees Arm. 





¢/ DUCHESS Sprinkler. 
Adjustable Nozzles for 










mist, spray or stream. 
Sprays from 10 to 50 
feet. Arms chrome 
plated with yellow 
cast base. 


X 
FAN-SPRAY ’ 
For gentle spraying of 
delicate flowers, plants, 
seedlings and shrubs. 
Brass Polished 
Chrome Plate. 


“Tey Tee ——— 
“ oo . 4 ie SS 
“Ee oe = 3 
, - =) RAEN 
. “y = 7 y De at 
> - ~'s A Bree 
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AERO-WHIRL Sprinkler. ection 
Chrome plated 
Revolving Arms, green RILIG, 


cast base. eel “ : <= —o—o— j LAWN 
1h , SPRINKLER | 



























a and outdoor 4 . 
LAWN SPRINKLER shower. =a 
i Withstands all a 
RING Lawn Sprinkler. 6-MONTH MONEY BACK GUARANTEE. <= 
All Brass or water pressures — 


“VARI-SPRAY” Control — Sprays 2 to 60 
feet. Features Shut-Off at satel, 
“SNAP-ON” ‘Coupling. Hunter Green Finish. 


GA WS £ % “ie 


— grec omg ear em SHUT-OFF yreeroee NECK Clinching 
ye Hose Mende saa coulis Hose oui 


BRASS MANUFACTURING CO., INC. 
409 Lafayette Street, New York 3, N.Y. 


Galvanized Bottom. Strongest and most durable plastic 
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Convention Calendar 





conventions 





shows 


conferences 








Convention Check List 


For complete details about the conventions listed by dates below use 





the alphabetical listing following this quick check list 


1958 
January 
5-7 Ace Hardware Corp. Annual 
Convention & Exhibit, Chicago 
5-7 Illinois Retail Hardware Assn. 
| 6-8 Minnesota Retail! Hardware 
Assn. 
6-8 Western Retail Implement & 
. Hardware Assn. 
6-10 Moore-Handley Hardware Co.. 
Inc., Merchandise Mart, Mobile 
12-14 Hibbard, Spencer, Bartlett & 
Co. Annual Merchandise Show 
& Convention, Evanston, Ill. 
12-16 Stan Textile & Hardware Co. 
Sports Carnival, Philadelphia 
13-17 Moore-Handley Hardware Co. 
Inc., Merchandise Marts, Bir 
mingham and Nashville. 
16-23 National Housewares Exhibit, 
Chicago 
19-21 Intermountain Assn. of Hard- 
ware & Implement Dealers 
19-22 Texas Hardware & Implement 
Assn. 
21-23 Missouri Retail Hardware Assn. 
21-23 Mountain Stotes Hardware & 
Implement Assn. 
26-27 W. Bingham Co. Spring Mer- 
chandise & Sporting Goods 
Show, Cleveland 
26-27 Bigelow & Dowse Co., Sprina 
Dealer's Show, Needham 
Heights, Mass. 
26-27 Louisiana Retail Hardware Assn. 
26-28 Albany Hardware & Iron Co. 
First Annual Deoler Show 
Albany, N. Y. 
26-28 Pacific Northwest Hardware & 
Implement Assn. 
27-28 American Hardware Supply Co. 
Merchandise Fair & Stockhold 
ers’ Meeting, Pittsburgh 
27-28 Wisco Hardware Co. Annual! 
Merchandising School & Show 
Madison 
27-29 \Wnited Hardware Distributina 
Co. Convention & Annual Meet 
ina, Minneapolis 
27-30 Janney, Semple, Hill & Co. An- 
nual Retailers’ Conference 
Minneapolis 
28-30 Indiana Retail Hardware Assn. 
February 
2-3 Rice & Miller Co. Open House, 
Bangor, Me. 
r 2-3 Smith-Woodwell, Inc., Open 
House & Spring Merchandise 
Egir, Pittsburgh 
2-4 National Garden Supply Show 
New York 
J 2-4 Nebraska Retail Hardware 
Assn. 
2-4 North Coast Retail Hardware 
Assn. 
2-4 Oklahoma Hardware & Imple- 
ment Assn. 
2-6 National Sporting Goods Assn. 
Convention & Show, Chicago 
3-5 New York State Retail Hard- 
ware Assn. 





9-11 
10-12 
10-12 


11-14 
11-14 


16-17 
16-18 


16-20 


vention 


Kentucky Retail Hardware Assn. 
Wisconsin Retail Hardware 
Assn. 
Connecticut 
Emery-Waterhouse Co. 
House, Portland, Me. 
Alabama Retail Hardware Assn. 
Emery - Waterhouse Co. Open 


Hardwore Assn. 
Open 


House, Manchester, N. H. 
California Retail Hardware 
Assn. 

Tri-State Hardware & Imple- 


ment Assn. 

Virginia Retail Hardware Assn. 
Ohio Hardware Assn. 

Our Own Hardware Co., Con- 
Minneapolis 

lowa Retail Hardware Assn. 
C. Y. Schelly & Bro., Inc., Spring 
Merchandising Show, Allentown, 
Pa. 

Arkansas Retail Hardware Assn. 
Northern Wholesale Hardware 
Co., Convention & Merchandise 
Show, Portland, Ore. 

Gift Show, Dallas. 


17-18 Marshall - Wells - Kelley - How - 


17-19 
17-19 
18-20 
18-20 
18-20 
19-24 


20-21 


22-24 
23-24 
23-25 


23-75 
24-25 


27-28 


March 
2-4 


2-5 

9-13 
10-19 
16-18 


23-25 


April 
13-17 


Thomson Co. Convention for 
Marshal!-Wells Dealers, Duluth 
Marshall-Wells Co. Convention, 
Portiand, Ore. 

Pennsylvania & Atlantic Seoa- 


board Hardware Assn. 


Hardware Assn. of the Caro- 
linas 
Michigan Retail Hardware 


Assn. 

Pacific Southwest Hardware 
Assn. 

Decatur & Hopkins Co. Sprina 
Open House, Boston 

Marshall - Wells - Kelley - How - 
Thomson Co. Convention for ol! 
dealers other than Marshall- 
Wells dealers, Duluth 


New England Hardware-House- 
wares Show, Boston 

Mississippi Retail Hardware 
Assn. 

Tennessee Retail Hardware 
Assn. 

West Virainia Hardware Assn. 


Marshall-Wells Co. 
Spokane 
Marshall-Wells Co., Convention, 
Billings, Mont. 


Convention 


Pacific Southwest Hardware 
Assn. Hardware & Housewares 
Exhibit, Phoenix 

Gift Show, Denver 

Gift Show, Boston 

American Toy Fair, New York 
Florida & Georgia Retail Hard- 
wore Assn. 

South Dakota Retail Hardware 
Assn. 


Southern Hardware Convention, 
New Orleans 
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IT’S ALWAYS EASIER 


TO SELL Aoley 


NATIONALLY ADVERTISED 
NATIONALLY KNOWN 





Foley Sift-Chine Sifter. Triple screen 
for quick, easy sifting. 5-cup capa- 
city. Spring action handle. Sturdy 
tin plated steel $1.98 retail. Copper- 
Chrome plated steel. .. $2.98 retail 


id 
t 






Food Mill by Foley. Mashes, rices, 
crushes foods for canning and freez- 
ing. Aids everyday meal preparation. 
24-gauge plated steel. 2-qt. capacity. 

2.69 retail 





Foley Nylon Baster. Unbreakable, 
heat-resistant nylon with bright yel- 
low bulb. Graduated measurements 
on side. Packed in poly bag with eye- 
let for hanging.......... 79¢ retail 


MANUFACTURING 
COMPANY 


3227 5th St. N.E. 
Minneapolis 18, Minn. 






























MORE PROFITS 
for YOU... 


s for 
dealers 


and more sale 
your 


with 


STAR«+A 
WIRING DEVICES 


Selling is easier since there is a 
Star-A device for every purpose. 
Quality, makes Star-A the name 
buyers trust. 


. 

















































































































































EXTENSION CORDS 


























able for you. Keep well stocked 
with Star-A products. 



































oO: 
SHIVA 


ELECTRIC MFG 


+ fA 


CO., Ine 


269.271 Meserole Street 
Brooklyn 6, New York 

































Make wiring devices more profit- © | 














“ | arention Calendar 


(Continued ) 


National Events 


American Toy Fair, March 10-19. 
Temporary exhibits at Hotels New 
Yorker and Sheraton - McAlpin; 
permanent exhibits at 200 Fifth 
Ave. and 1107 Broadway, New 
York. Toy Mfrs. of the U.S.A., Inc., 
200 Fifth Ave., New York 10. 


National Garden Supply Show, Feb. 
2-4, at the Coliseum, New York 
City. Sponsored by D. Murray 
Franklin, 1901 St. Paul St., Balti- 
more 18. 


National Housewares Exhibit, Jan. 
16-23, at Navy Pier and Drill Hall, 
Chicago. Sponsored by the National 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


National Sporting Goods Assn. Con- 
vention & Show, Feb. 2-6, at Mor- 
rison Hotel, Chicago. Sponsored by 
National Sporting Goods Assn., 716 
Rush St., Chicago 11. 


Regional Events 


Ace Hardware Corp., 2355 S. Blue 
Island Ave., Chicago, 34th Annual 
Convention & Exhibit, Jan. 5-7, at 
Conrad Hilton Hotel, Chicago. 


Albany Hardware & Iron Co. First 
Annual Dealer Show, Jan. 26-28, 
at company warehouse, Broadway 
at Arch St., Albany 1, N. Y. 


American Hardware Supply Co. An- 
nual Merchandise Fair & Stock- 
holders’ Meeting, Jan. 27-28, at 
company offices and warehouse, 41 
Terminal Way, South Side, Pitts- 
burgh 19. 


Bigelow & Dowse Co. Spring Dealers’ 
Show, Jan. 26-27, at company ware- 
house, 169 “A” St., Needham 
Heights 94, Mass. 


W. Bingham Co. Spring Merchandise 
and Sporting Goods Show, Jan. 26- 
27, at company warehouse, 1278 W. 
Ninth St., Cleveland. 


_ Decatur & Hopkins Co. Spring Open 


House, Feb. 19-24, at company dis- 
play room, 93 Berkeley St., Boston 
16. 


Emery-Waterhouse Co. 7th Annual 
Open House, Feb. 5-6, at company 
warehouse, 145 Middle St., Port- 
land, Me., and Feb. 9-10 at com- 
pany warehouse, 1111 Candia Rd., 
Manchester, N. H. 


Florida & Georgia Retail Hardware 
Assns. Joint Convention, March 16- 
18. Sessions, hotel headquarters 
and exhibit at Roosevelt Hotel, 
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Ww. We 


Howell, 
P. O. Drawer 1000, 1640 Plant Ave., 
Waycross, Ga. 


Jacksonville, Fla. 


Gift Show, Boston, at Statler Hotel, 
March 9-13. George F. Little Man- 
agement, 220 Fifth Ave. New 
York 1. Dallas, at Hotel Adolphus, 
Feb. 16-20; Denver, at Hotel 
Albany, March 2-5; Phoenix, at 
Hotel Westward Ho, Sept. 28-30. 
Allied Exhibitors, Inc., 3832 Wil- 
shire Blvd., Los Angeles 5. 


Hardware Assn. of the Carolinas Con- 
vention, Feb. 18-20. Sessions and 
hotel headquarters at Hotel Char- 
lotte, exhibit at Radio Center Au- 
ditorium, Charlotte, N. C. Martin 
F. Kaelke, P. O. Box 6215, Char- 
lotte 7, N. C. 


Hibbard, Spencer, Bartlett & Co., An- 
nual Merchandise Show & Conven- 
tion, Jan. 12-14, at company ware- 
house, 2201 W. Howard St., Evans- 
ton, Ill. 


Intermountain Assn. of Hardware & 
Implement Dealers Convention, Jan. 
19-21. Sessions and hotel headquar- 
ters at Boise Hotel, Boise, Idaho. 
Leon L. Weeks, 308 Continental 
Bank Bldg., Boise, Idaho. 


Janney, Semple, Hill & Co., 22-26 S. 
Second St., Minneapolis 1, Annual 
Retailers’ Conference, Jan. 27-30, 
at Leamington Hotel, Minneapolis. 


Marshall -Wells- Kelley-How-Thomson 
Co. Conventions, Feb. 17-18, for 
Marshall-Wells dealers; Feb. 20-21, 
for all other dealers. Both conven- 
tions at 301 S. Lake Ave., Duluth. 


Marshall-Wells Co. Conventions, Feb. 
17-19, at company warehouse, 1420 
N.W. Lovejoy St., Portland, Ore.; 
Feb. 24-25, at company warehouse, 
131 E. Main St., Spokane, Wash.; 
Feb. 27-28, at company warehouse, 
1300 N. Sixth Ave., Billings, Mont. 


Moore Handley Hardware Co., Inc., 
Merchandise Marts, Jan. 6-10, at 
Mobile; Jan. 13-17, at Birmingham 
and Nashville. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 21-23. 
Sessions and hotel headquarters at 
Cosmopolitan Hotel, Denver, Colo. 
Francis W. Reich, P. O. Box 73, 
Boulder, Colo. 


New England Hardware-Housewares 
Show, Feb. 22-24. Hotel headquar- 
ters, Hotel Statler; exhibit at Hotel 
Statler and First Corps of Cadets 
Armory, Boston. Sponsored by 
New England Hardware Dealers 
Assn., Chester C. Putney, secretary, 
665 Boylston St., Boston 16, and 
Housewares Club of New England. 


North Coast Retail Hardware Assn. 























You can count on 


—for unlimited fastener variety 
-—-for unlimited sales potential 


HOLTITE | As a Continental Dealer, you can supply a complete 
Phillips and line of fasteners, from one dependable source, 
Slotted Head and offer delivery without delay. 
TAPPING SCREWS The Continental line is unlimited, both in variety and 
Thread Forming volume of ready stocks. In “standards” alone, Continental 


and Thread Cutting 


WOOD SCREWS In addition, Continental’s specialized sales engineering 
MACHINE SCREWS and steady promotion steers more buyers to you — 
STOVE BOLTS buyers who know the “HOLTITE” name on the fastener 


ackage means highest quality. 
NUTS * WING NUTS =e ibaa cai 


production is measured in millions of styles and sizes. 


More and more dealers are finding it pays to feature the 
complete line of Continental HOLTITE standard fasteners 
with full shelf stocks. It’s the “live” line that boosts volume and 
makes fastener sales pay worthwhile profits. Why not get details? 
ALL STANDARD Continental Screw Co., New Bedford, Mass. 
FASTENERS 


available in the 


CONTINENTAL 
-— Hh = =a" 4 =a = 1 oD 


— saves handling costs 
— simplifies inventory 
— improves appearance 
of shelf stocks 














MEMBER - 
SCREW RESEARCH 
ASSOCIATION 





CONTINENTAL 


HOLTITE FASTENERS 


HOLTITE PHILLIPS AND SLOTTED HEAD 
WOOD * MACHINE * TAPPING * THREAD CUTTING * SEMS * NYLOK 
f HY-PRO PHILLIPS INSERT BITS AND HOLDERS 
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EXCLUSIVE WHITE STRIPE 3-TUBE SPRINKLER HOSE 


- on 4 OLE IOI LAI 


{7 


ey 





EXCLUSIVE! 


White Stripe 


spray guide tells 
when right side is up 


CHECK THE OUTSTANDING, COMPLETE MERCURY LINE! 


INSIDE DIAMETER GUARANTEE LENGTHS 


GARDEN HOSE: Mirror Finish 


3/4” 15 Yrs. 25, 50, 75 Ft. 
5/8” 15 Yrs. 25, 50, 75 Ft. 
1/2” 10 Yrs. 25, 50, 75 Ft. 

See 7/16” 8 Yrs. 25, 50, 75 Ft. 
7/16” (Black Only) 5 Yrs. 50 Ft. 


3 TUBE SPRINKLER HOSE: Mirror Finish 


Fully Guaranteed 25, 50 Ft. 
EXCLUSIVE! SOAKER-SPRINKLER HOSE: Mirror Finish 
Mirror Finish Wider coverage Fully Guaranteed 20, 25, 50 Ft. 


sells on sight with improved spray GARDEN HOSE: Thrift Line 


5 Yrs. 25, 50 Ft. 
pattern design 5 Yrs. 25, 50 Ft. 
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and still climbing! 


MERCURY 


100% DURABLE VINYL PLASTIC 
GARDEN HOSE AND SPRINKLER HOSE =z 


Up...up... UP skyrocket Mercury Hose sales — and it's 
just the beginning! It’s top quality Mercury with the big, new, 
most-wanted sprinkler features! Exclusive White Stripe spray 
guide; new, improved, wide-wide spray pattern; exclusive 
Mirror Finish; shopper-stopping new packaging; complete 
selection — all make Mercury the fastest-growing hose line in 
the industry! Write up sales like never before! Stock and dis 
play Mercury Hose, Soaker Hose and Sprinkler Hose quent em oF 


wt 
>” Guaranteed by = 
Good on 





‘Nationally Advertised in Good Housekeeping 
and other magazines 


Sold Nationally by 


Herculean Products, 1150 Broadway, New York 1, | 


we. DY Displayed At 


National Housewares 
Show 


7 RAVES ‘take Sika Booths 448-450 
FREE RACK AND DISPLAY AIDS ose Vivision 


COLORFUL STREAMER AD MAT SERVICE Gering Products, Inc., Kenilworth, N. J. 
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838 


new 


TWERIERW. 


aluminum 


stepladders 


Lighter, new tool holder top, improved bucket tray, lower price — 
plus maximum strength, safety and lifetime service. 


Only WERNER leads the aluminum ladder industry with 
the most complete line, offering all these 
advantages plus jumbo profits. 


for 
housewife, 


homeowner, 


handyman...// 


with 

more 
self-selling 
features 
than 


ever!! 





iters Laborator; 
yinderwr ® or les, In C 
INSPECTED 


LADDER 
(SEE US AT THE th 7A ISSUE No. 1:63 
NATIONAL HOUSEWARES SHOW 


— BOOTH 599) 





WERNER — FIRST TO BE 
LISTED BY UNDERWRITERS’ 
LABORATORIES, INC. 


Contact your WERNER Aluminum ladder distributor 
or write direct for descriptive literature and prices. 


RTS EPRI TE Peczitzs i i e 
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Convention, Feb. 2-4. Hotel head- 
quarters, Hotel Heathman; sessions 
and exhibit at Masonic Temple, 
Portland, Ore. Martin W. Danko, 
Route 12, Box 109, Fife Sq., 
Tacoma, Wash. 


Northern Wholesale Hardware Co. 
Convention & Merchandise Show, 
Feb. 16-18, at company offices and 
warehouse, 805 N. W. Glisan St., 
Portland 9, Ore. 


Our Own Hardware Co. Convention, 
Feb. 10-12, at company offices and 
warehouse, 618 N. Third St., Min- 
neapolis 1. 


Pacific Northwest Hardware & Im- 
plement Assn. Convention, Jan. 26- 
28. Hotel headquarters and sessions 
at Multnomah Hotel, Portland, Ore. 
J. Malcolm Smith, 210 Empire 
State Bldg., Spokane 1. 


Pacific Southwest Hardware Assn. 
Convention, Feb. 18-20. Hotel head- 
quarters and sessions, Hotel La- 
fayette; exhibit at Municipal Au- 
ditorium, Long Beach, Calif. Also 
Hardware Show & Housewares Ex- 
hibit, March 2-4, at Industrial Bldg. 
and State Fair Grounds, Phoenix, 
Ariz. Otto H. Grigg, 1519 S. Gar- 
field Ave., Los Angeles 22, Calif. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Feb. 
17-19. Hotel Headquarters, Penn- 
Harris Hotel; sessions and exhibit 
at State Farm Show Building, 
Harrisburg, Pa. J. Wayne Tisdale, 
123 S. Third St., Harrisburg, Pa. 





HARDWARE HUMOR 


___ [PAIN 





ee 











"A can of automobile black and a 
can of garage door white, please.” 
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Rice & Miller Co. Open House, Feb. 
2-3, at company warehouse, 78 Rice 
St., Bangor, Me. 


C. Y. Schelly & Bro., Inc., 448 N. 16th 
St., Allentown, Pa., Annual Spring 
Merchandise Show, Feb. 11-14, at 
Exposition Building, Allentown. 


Stan Textile & Hardware Co., 40 N. 
Second St., Philadelphia 6, Sports 
Carnival, Jan. 12-16. 


Smith-Woodwell, Inc., Third Annual 
Open House & Spring Merchandise 
Fair, Feb. 2-3, at company ware- 
house, 2901 Smallman St., Pitts- 
burgh 1. 


Southern Hardware Convention of the 
Southern Wholesale Hardware 
Assn. & the American Hardware 
Mfrs. Assn., April 13-17, at Hotel 
Roosevelt, New Orleans. SWHA 
managing director, T. W. McAllis- 
ter, 814 Metcalf Bldg., Orlando, 
Fla.; AHMA secretary, Arthur L. 
Faubel, 342 Madison Ave., New 
York 17. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 9-11. Hotel 
headquarters, sessions and exhibit 
at Herring Hotel, Amarillo, Texas. 
R. B. Allen, 1408 Fourth Ave., Can- 
yon, Texas. 


United Hardware Distributing Co., 
2432 N. Second St., Minneapolis 11, 
Convention & Annual Meeting, Jan. 
27-29, at Minneapolis Auditorium. 


Western Retail Implement & Hard- 
ware Assn. Convention, Jan. 6-8. 
Hotel headquarters, Hotel Presi- 
dent; sessions and exhibit at 
Municipal Auditorium, Kansas City, 
Mo. J. Keith Melvin, 638 W. 39th 
St., Kansas City 11, Mo. 


Wisco Hardware Co. 3lst Annual 
Merchandising School & Sales 
Show, Jan. 27-28, at company ware- 
house, 15 S. Brearly St., Madison, 
Wis. 


State Events 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 8-10. Hotel headquar- 
ters, Hotels Whitley and Jefferson 
Davis; sessions and exhibit at State 
Coliseum, Montgomery. Charles 
Giles, 409 N. 23rd St., Birming- 
ham 3. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 16-17. Hotel head- 
quarters, Marion Hotel; sessions 
and exhibit at Robinson Audi- 
torium, Little Rock. Tom R. Pinck- 
ney, 402 Rector’ Bldg., Little Rock. 


California Retail Hardware Assn. 


| 
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 Self-selling 
stand-up carton 


GREEN THUMB BULB PLANTER 
IT’S NEW, IT’S GOOD, IT SELLS 

















Digs holes in a wink, lifts out the 
dirt, releases dirt when you spread Self-displaying, 
the handles. Exactly what gardeners fast selling 
have long needed for bulbs—setting at exceptional profit 


out tomatoes, too. One-piece, heat Bul Planter stands upright, in 
; its display carton. Takes up 
treated forgings, finest ash handles. little space, sells itself, pays 
exceptional profit. 
THE UNION FORK & HOE CO., COLUMBUS, OHIO Order from your Green Thumb 
Makers of RAZOR-BACK Shovels, FLEX-BEAM Forks, wholesaler, or write us. 


GREEN THUMB Lawn and Garden Tools. 














" Convention Calendar 
Mr. Y holesaler (Continued) 


Convention, Feb. 9-11. Hotel head- 


, 7 quarters, Whitcomb Hotel; sessions 

| appens () Your prO IT On at hotel and Civic Auditorium; ex- 

hibit at Civic Auditorium, San 

Francisco. Krueger B. Jacobsen, 


1000 sales of Industrial Hardware? on 


Connecticut Hardware Assn. Conven- 
tion, Feb. 5. Hotel headquarters 
and sessions at Hotel Stratfield, 
Bridgeport. Russ Carlson, acting 

if you buy from the secretary, c/o Village Hardware 


Store, New Milford, Conn. 
1 source that offers 


a complete line [llinois Retail Hardware Assn. Con- 
| vention, Jan. 5-7. Hotel headquar- 
ters and sessions at Pere Marquette 
Hotel; exhibit at State Armory, 
Peoria. William F. Ewert, 1451 
Merchandise Mart, Chicago 54. 





lf you buy piecemeal 
from 10 sources 





Indiana Retail Hardware Assn. Con- 
vention, Jan. 28-30. Hotel head- 
quarters, Sheraton-Lincoln Hotel; 
sessions and exhibit at Murat 
Temple, Indianapolis. W. J. Sheely, 
1003 N. Meridian St., Indianapo 
lis 4. 


Iowa Retail Hardware Assn. Conven- 

| tion, Feb. 11-14. Hotel headquar- 

1 invoice ters, Savery Hotel; sessions and 

. exhibit at Veterans Memorial Audi- 

1/10 the typing, torium, Des Moines. Philip R. 
bookkeeping, Jacobson, 520 W. 35th St., Des 


: Moines 12. 
telephoning, > 


etc., etc., etc. Kentucky Retail Hardware Assn. Con- 
1/10 the trouble. vention, Feb. 4-6. Hotel headquar- 
ters, sessions and exhibit at Ken- 
tucky Hotel, Louisville. Edward 


: | Keiley, 501 Republic Bldg., Louis- 
You can make ao 


Invoices, typing, 
bookkeeping, 
telephoning, 
telegraphing 
deliveries, 
etc., etc., etc. 





If you make money 
after all that 
you rea genius. 


money by just ) 
" . | Louisiana Retail Hardware Assn. 
being practical, | Convention, Jan. 26-27. Hotel head- 
| quarters, sessions and exhibit at 
We would like to show you how concentrating on Bellemont Motor Hotel, Baton 
Anchor Brand Hardware will pay off in several ways. | Rouge, David O. Mansfield, P. O. 
| Box 1696, Jackson 5, Miss. 





Michigan Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel head- 
quarters and sessions at Pantlind 
Hotel; exhibit at Civic Auditorium, 
Grand Rapids. Second Annual Kol- 
lege of Product Knowledge at Pant- 
lind Hotel, Feb. 17. Harold W. 
Schumacher, 1916 Michigan Na- 
tional Tower, Lansing 8. 





Minnesota Retail Hardware Assn. 
Convention, Jan. 6-8. Hotel head- 
quarters, sessions and exhibit at 
Leamington Hotel, Minneapolis. 
C. J. Christopher, 3033 Excelsior 
Blvd., Minneapolis 4. 


NORTH & JUDD Mississippi Retail Hardware Assn. 


i renti . 23-24. H head- 
Manufacturing Company Convention, Feb. 23-24 otel heac 


ee | quarters, sessions and exhibit at 
New Britain, Connecticut | Heidelberg Hotel, Jackson. David 
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PROOF POSITIVE THAT 


The leader in BRASS 


SINCE 1872, CONTINUES TO LEAD 














The Gould ELITE line is the most com- 
plete in the world. '/2” sets in 2 exten- 


y/, i 
sions, %” sets in 3 extensions, 1” and 


Solid brass extendable tubing sets now 1%” sets in 4 extensions. 
offered in %2” diameter. +2456 
extends 28” - 48". +2457 extends 
48” - 86”. Individually boxed. 


ELITE 





Avona Rods, the first name in cafe 
rods, include %” rods 16” -28”", 
28” -52” and 48” - 86"; '%” rods, 
28” . 52”, 48” - 86” and 66” - 120” 


plus the NEW AVONA DELUXE series AVONA DELUXE 
— all in three finishes and all beauti- A new series with beautiful large finials 
fully boxed. 


and extendable brackets — brassed, 
ivory and black. +2420 extends 
28” - 52”. +2422 extends 48” - 86”. 









RING CLIP 


+2224 extends 66” - 120”. 
Gould solid brass +955 ring clips come 
in %’’ and 1%” inside diameter, be- 


sides the new 1”. All offered bulk or 


polypack, all highly polished and The world’s greatest selection of solid 
lacquered. \ brass rings and clips, bulk or Poly Pack. 
a Only Gould offers solid brass rings and clips in 

“ such variety and style. The famous #960, for 

example, comes in ¥4", 1%, 1Y%4", 1¥%2", 1%", 







2” and 2". 


WRITE 
FOR 
GOULD 
CATALOG +16 


THE GOULD-MERSEREAU CO. INC. 


35 WEST 44th STREET, NEW YORK 36, N. Y. 
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EW! 


for STEEL, 
ALUMINUM 
or WOOD 
































Shuford’s Casement Window 


Weather Stripping 





@ EASY to SELL! 
@ EASY to USE! 


Exclusive design makes it sure to seal! 


Now your customers can weatherstrip their own 
casement windows economically, easily, quickly! 


DO-IT-YOURSELF KIT 
contains 18-foot strip complete 
with adhesive and instructions. 


Made of 100% virgin vinyl, Shuford’s casement window 
weather stripping won’t crack or peel, stays pliable no 
matter what the weather. Resistant to moisture. Seals 
out drafts, dust and noise, cuts fuel bills, does not inter- 
fere with window operation. Gray color. 

Attractively packaged kits come packed 12 to carton, 
12 cartons to shipping container. Also in 500-ft. reels for 
sales by the foot. For high profits, quick sales, stock 
and display Shuford’s Casement Window Weather 
Stripping NOW! 


Order from your dealer, or write 





COTTON & RAYON YARNS e¢ EXTRUDED PLASTICS HICKO Ry 


CLOTHES LINES e¢ TWINES 
PRESSURE-SENSITIVE PAPER TAPES 
SASH CORDS e WEATHER STRIPPING 


-N.C¢ 








World’s Largest Manufacturer of Cotton Cordage 





Convention Calendar 





CASEMENT WINDOWS 





Shu ford (3 


Mills» 








(Continued) 


O. Mansfield, P. O. Box 1696, Jack- 
son 5. 


Missouri Retail Hardware Assn. Con- 
vention, Jan. 21-23. Hotel head- 
quarters, sessions and exhibit at 
Hotel Chase, St. Louis. Fred H. 
Boemer, 2340 Hampton Ave., St. 
Louis 10. 


Nebraska Retail Hardware Assn. 
Convention, Feb. 2-4. Hotel head- 
quarters, Paxton Hotel; sessions 
and exhibit at Civic Auditorium, 
Omaha. Frank Capalino, 325 Insur- 
ance Bldg., Lincoln 8. 


New York State Retail Hardware 
Assn. Convention, Feb. 3-5. Hotel 
headquarters and sessions at Hotel 
Syracuse; exhibit at Onondaga 
County War Memorial, Syracuse. 

Nicholas H. Kiley, Hills Bldg., Syr- 

acuse 2. 


Ohio Hardware Assn. Convention, 
Feb. 10-12. Hotel headquarters and 
sessions at Cleveland Hotel; exhibit 
at Public Auditorium, Cleveland. 
John B. Conklin, 1540 W. Fifth 
Ave., Columbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Feb. 2-4. Hotel 
headquarters, Skirvin Hotel; ses- 
sions and exhibit at Fair Grounds, 
Oklahoma City. Aaron Gritzmaker, 
512 Midwest Bldg., Oklahoma City. 


South Dakota Retail Hardware Assn. 
Convention, Mar. 23-25. Hotel head- 
quarters, Sheraton-Cataract Hotel; 
sessions and exhibit at Coliseum, 
Sioux Falls. H. T. Benson, 2108 S. 
Western Ave., Sioux Falls. 





Tennessee Retail Hardware Assn. 
Convention, Feb. 23-25. Hotel head- 
quarters and sessions at Andrew 
Jackson Hotel; exhibit at Fair 
Grounds and Coliseum, Nashville. 
Charles G. Brown, P. O. Box 784, 
Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 19-22. Hotel head- 
quarters and sessions at Statler 
Hilton Hotel; exhibit at Memorial 
Auditorium, Dallas. R. M. Souder, 
1108 Gibraltar Life Bldg., Dallas 2. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 9-11. Hotel headquar- 
ters, sessions and exhibit at Hotel 
Chamberlin, Fort Monroe. G. T. 
Omohundro, Jr., Scottsville. 


West Virginia Hardware Assn. Con- 
vention, Feb. 23-25. Hotel head- 
quarters, sessions and exhibit at 
Daniel Boone Hotel, Charleston. 
James C. Fielding, 1628 McClung 
St., Charleston 1. 


Wisconsin Retail Hardware Assn. 
Convention, Feb. 4-6. Hotel head- 
quarters, Hotel Schroeder; sessions 
and exhibit at Auditorium-Arena, 
Milwaukee. H. A. Lewis, Stevens 
Point. 
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“ems, Top Sales! Top Profits: 


Every day more and more 
to i women are buying Pro-Tex, 
America’s fastest selling line of 
stove mats. And no wonder! 
Pro-Tex features the most ex- 
citing patterns and colors... 
greatest selection ... finest 
metal and asbestos construction 

. a Wide variety of sizes... 
mats in every price class... 
attractive floor and counter dis- 
van plays ... plus the biggest prof- 
its in the industry! Yes, Mr. 
Dealer, you can make more 
money in ’58 by hopping on the 


Pro-Tex bandwagon today ! 


FOR EXTRA SALES, EXTRA PROFITS! 
Fast-moving accessory items. 


IRON RESTS 


Ask your jobber to 
show you the complete 
Pro-Tex line. 


METAL PRODUCTS CO. 


yee ee oe See ee ee oe ee ee ee 


Off ices in felaialead ele] ciftes in the United Sfotes and 
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Rcy-2 Picnic drape sack 
Finished in copper Pigs eal 
with grid of nickel plate- 


retail only $9-95! 


NEW SELLERS 
BY ROYAL CHEF! 


| WRITE TODAY for information about Royal 
& Chef’s complete line of 1958 best-seller grills! , 
™. Grills from $4.95 to $300.00! Sell Royal _, 
, Chef for greater profits! we 


— 


eee 


Handsome chrome 
ully equipped for 
Complete with — = 

and stainless steel a ' 

gested retail only 9.95: 


~ 


azier- 


NATIONALLY ADVERTISED 





| Chattanooga Royal Company « Chattanooga 6, Tenn. 
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NEW 8-cup chrome-on-copper 
al” value $m 95 
at an unbelievable 


or q Limited Time Only TIE-IN.... CASH IN 


you can offer this Coffeematic . . . the most famous name in ON THIS BIG 
coffeemakers at a price that has appeal for everyone. Built to full 


Coffeematic quality standards, it is chrome on solid copper, with SPRING SPECIAL 
the exclusive Flavor-Selector and a full eight cup capacity. It 
out-values any other coffeemaker on the market. Get your ADVERTISING IN TOP 


order in NOW — the supply is limited. Be sure you’re stocked 


when the big news breaks to your consumers. NATIONAL MAGAZINES 


h, LIFE « LOOK 
SATURDAY EVENING PosT 
FEATURED WITH FAMOUS EXTRAS WoMAN’S Day « SUNSET 


— Tin 5. . & New Streamline Design for modern styling FAMILY CIRCLE 
| — v/ “ hee “af % Flavor-Selector for any strength you choose LIVING FOR YOUNG HOMEMAKERS 


< if sunensvacren . %& Chrome-on-Copper body for beauty and durability 
Bia VALUE 
ate UNIVERSAL’S ¥*% Heat-Sentinel to keep coffee hot without increasing strength 


OPERATION ¢ 


~ 


Se f d-Perking to make coffee faster than you can boil water 


Re fe . ¥% Automatic... “just set it and forget it” 
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SPRING SPECIAL 
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This ad sold out 
Boontonware s 





Place Setting Promotion 


FOR OVER SOOO DEALERS 





Last year every one of the more than 3,000 dealers who tied 
into Boontonware’s Place Setting Sale with Boontonware’s 
planned advertising and displays, sold out “Sale” stock com- 
pletely and substantially boosted open stock sales. The new 
’*58 promotion is bigger and better than ever. Dealers who 
tie in by using the all-new ads and displays are sure to have 
an even greater success. It’s the first of the ’58 series of 
planned sales events for Boontonware Program Dealers that 
mean constant month-in, month-out volume, as those dealers 
who have participated over the past years well know. So this 
year tie in all the way. 


Become a Boontonware Program Dealer! Write for details today. 


Wil, BOONTON MOLDING CO. 
Boonton, N. J. 


finest of all Melamine dinnerware 
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(Continued from page 10) 


Look into tourist business 
for more community profits 

Have you ever thought of mak- 
ing your community into a tourist 
attraction? 

You ought to, the government 
advises, because the tourist busi- 
ness returns a handsome profit. 

If a community can attract only 
a few dozen tourists every day 
throughout the year, it’s the same 
as acquiring a new manufacturing 
industry with a yearly payroll of 
$100,000, says the government. 

Tourist attractions also help 
bring in new industries, according 
to the government. 

All this is explained in a new 
booklet, “Your Community Can 
Profit from the Tourist Business.” 
Copies are 15¢ each from Superin- 
tendent of Documents, U. S. Gov- 
ernment Printing Office, Washing- 
ton 25, D. C. 


New construction statistics 
gathering office is set up 


The government is taking steps 
to gather construction statistics 
more efficiently. 

A recent change in the set-up of 
the Business and Defense Services 
Administration within the Dept. 
of Commerce calls for establish- 
ment of an Office of Construction 
Statistics. 

This office will report directly to 
the BDSA administrator. 

Construction statistics not only 
give a key to builders’ hardware 
sales, but they also are an impor- 
tant indicator of trends in busi- 
ness in general. 


Stock management booklet is 
latest offering from SBA 


“Stock Management in Small 
Stores” is the title of a new pam- 
phlet in the Small Business Admin- 
istration’s series of Small Market- 
ers Aids. 

You can get a copy free from any 
field office of SBA. 

(Resume reading on page 11) 
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The finishing touches 
that make sales! 


Ps 


The 
CLOSET AND «: 
1h oy 


Zs FIXTURES 


Get your share of the big profitable 
home remodeling business with K-V’s 
complete line of top-quality, easily-in- 
stalled closet and kitchen fixtures. Each 
is well designed, sturdily constructed 
and beautifully finished in bright last- 
ing chrome. Ask your K-V sales repre- 
sentative today. 


KNAPE & VOGT MFG. CO. 
Grand Rapids, Michigan 


A STAPLE WITH 
DYNAMIC 
SALES APPEAL! 












FASTEST SELLING 
KNIFE SHARPENER 


on the market today! 





At last! A knife sharpener with big sales turnover! 
Our distributors tell us . . . our retailers tell us that 
it’s the fastest selling knife sharpener they've ever 
handled. Why? 


ROBO, JR. is low-priced . . . and yet is guaranteed to 
outperform any $15 electric sharpener. It's a modern 
adaptation of the tried and true whetstone... 
precision engineered to adjust the blade automatically 
to the proper sharpening angle. 


Manufactured and guaranteed by 


THE ALDEN SPEARE’S SONS CO. 
135 Sixth Street, Dept. 18 
Cambridge 42, Mass. @® Est. 1851 
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U.S. PAT. 22,469,797 


EASY AS 1...2...3! 


Just rest the blade against the guide face and roll! 
it's the simplest, most satisfactory sharpener on 
the market today! 


K-V 1 
Clothing Carrier — Pulls out of 
narrow closets; doubles closet 
space. There is no sag with even 
the heaviest clothing load. 


K-V 2 
Extension Closet Rod — The 
perfect answer for shallow closets. 
Easily installed, wili not sag. In five 
sizes to fit all closets. 


K-V 724 
Shoe Rack — Holds nine pairs 
of shoes; portable, fits under 


hanging garments, takes up little 
space on closet floor. 


K-V 793 
Disappearing Towel Rack 
— 3-bar model; mounts on walls or 
cabinet side. Also 2 and 4-bar racks 
available. 


K-V 791 
Disappearing Cup Rack— 
holds 12 cups, slides within easy 
reach, then back in place. Fastens 
on underside of shelf. 











































Retails for 


98¢ 


Colors 
available in 
red and yellow 
packed: | dozen to a box 
12 boxes to a gross 











ROBO, JR. SELLS ITSELF! 
Attractively packaged on in- 
dividual cards. Also avail- 
able is this sales-spurring 
rack display .. . holds 12 
ROBO, JRs. 
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Seymour SmitH 





The name that SELLS Garden Shears 


A name that, for years, has meant top quality—a name 
known and respected in millions of gardening households. 





Don’t be fooled by “‘Snap-Cut type” tools or “like a Snap- 
Cut.” There’s only one genuine “Snap-Cut,” a Seymour 
Smith registered name for tools of exceptional quality. 








“They’re both genuine 


<Snap (ts ? 
} THEN V’LL TAKE ’EM 
— Da? 


Millions of gardeners have learned from 
using the long-famous “Snap-Cut” Prun- 
ers that “Snap-Cut” means finest per- 
formance. 










j 
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It’s a snap with 


Sop Gt 


Garden Shears 


“SNAP-CUT” PRUNER 
MODEL 119 


The famous—and the 
only genuine — “Snap- 
Cut’’ Pruner. The 
world’s favorite for 25 
years! Sharp cutting 
blade operates on soft, 
non-dulling metal anvil. 
Cuts with amazing ease. 

$3.25 


“SNAP-CUT” LONG HANDLED 
PRUNER MODEL 149 
Like the original “Snap- 
Cut” hand pruner, but 
with long handles of 
select ash for extra 
power. Basily cuts up to 
1%” limbs. $6.00 
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Special Local 
Merchandising Support 
Ask your jobber 


Seymour SmitH 
Swtce J850 


e “SNAP-CUT” GRASS SHEARS 


MODEL 1207 


Has new, patented blade 
tensioner that adjusts 
tension to toughness of 
cutting job. Smooth, 
comfortable plastic 
grips. 


“SNAP-CUT” TREE PRUNER 
WITH SAW ATTACHMENT 
MODEL 1372S 


For thinning out trees 
and removing unwanted 
branches. Two 6’ jointed 
sections. Saw attach- 
ment is easy to —s 


Model 1312, without saw 
attachment, $7.75. 


“SNAP-CUT” HEDGE SHEARS 
MODEL 154-9 

Patented shock absorber 
eliminates tiring jolts to 
wrists and arms. Blade 
tensioner assures eas 
cutting. $5.2 


NEW “SNAP-CUT” GRASS 


SHEARS MODEL 5207 


A new and better 
“Stand - Up-To- Trim” 
grass shear. Patented 
blade tensioner bar as- 
sures easy action, Extra 
large wheels. 

$6.95 


This is the genuine, the only “Snap-Cut” Garden Shears 
line. “Snap-Cut” has made millions of dollars for smart 
dealers over the years—and millions of satisfied cus- 
tomers. Jt can make money for you. 


SEYMQUR SMITH & SON, INC. 


2701 Main Street, Oakville, Conn. 
Sales Reps.: John H. Graham & Co., Inc. 
105 Duane St., New York 8, N. Y. 































Monarch has an adjustable spray 


> nozzle to cover an area from 10 to 
} ; 60 ft in diameter. The 15 in. spray 
arm is mounted on an 11 x 11 in. 


base. Retails for $8.95. H. B. Sher- 
man Mfg. Co. 


For more data circle No. 17 on postcard, p. 103 








(Continued from page 15) enamel lines of ready mixed paints. 
These new colors are to meet the 
trend to lighter colors in home 


. 24-inch riding rotary mower 
decoration. Pittsburgh Plate Glass 3 Y : 
Co Owners of larger lawns will be 
For more data circle No. 15 on postcard, p. 103 interested in this 24 in. riding 


Edger with barrel roller 

Your gardening customers will 
be pleased with the extra traction 
they get with this Gardex rotary 
grass shear. It features a barrel 
shaped, heavy-duty, ribbed Neo- 
prene tire that insures good trac- 
tion at any angle. Grass can be 
sheared right up to foundations. 
The star wheel has extra points for 





ment. Each assortment provides 
three extra 2 in. brushes worth 
$5.97, free of charge. Also, one 
brush of each size is Saran wrapped 
for display. David Linzer & Sons, 
Inc. 


For more data circle No. 13 on postcard, p. 103 





mower which is the newest addi- 
tion to the Great Lakes line. Prin- 
cipal features of this Chief mower 
is a powerful 3 hp engine, automo- 
tive differential on the rear axle, 
and a transmission with forward, 
neutral and reverse positions. Great 
Lakes Tractor Co. 


For more data circle No. 18 on postcard, p. 103 


Drill accessories kit 


Electric drill owners will want 
this useful carrying kit electric 
drill accessories. This Wen Toter 
has an 18 x 6 x 8 in. tray and con- 
tains: a paint mixer, 3 in. wire 
brush, 334 in. grinding wheel with 
plastic case, fifteen 5 in. sandpaper 































Multi-color paint sprayer 
better cutting and the blade is self- 
sharpening and rust proof. Retails 
for $5.98, higher in far west. Gar- 
dex, Inc. 


For more data circle No. 16 on postcard, p. 103 


Here is a low cost professional 
portable paint sprayer outfit for 





Adjustable lawn sprinkler 


Long service and sales appeal are 
qualities of this precision lawn 
sprinkler with the ball bearing head 
and heavily chrome plated base. The 


discs, 5 in. rubber pad, 5% in. % 
lambswool polishing bonnet with 
1 in. nap, three adaptor set and a 
speed stand. Sells for $9.95. Wen 


Products, Inc. 
For more data circle No. 14 on postcard, p. 103 


spraying the new multi-color, tex- 
tured paints. This Speedy sprayer 
is made up of a %4 hp diaphragm, 
oil-less compressor with internal 
mix gun. It is designed for 12 to 18 
lb low pressure application of the 





Two new pastel colors 


Pittsburgh Paint has added Bone new finishes. Quickly convertible to 
White and Dusk Gray to its Rub- ' ee 40 lb pressure for other paints. The 
berized Wallhide and Satinhide —— unit comes with gun, 10 ft air hose, 
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THE CRESCENT waconé 


Vote el iiiale' 


















HAS THE CRESCENT MAN 


VISITED YOU? 


> If not, just drop us a note and we will see 
that he does. He can help you in many ways... 
merchandising ideas, new tools, new displays 
and practical suggestions on tool department 
arrangement. He will tell you too, about 
Crescent’s dynamic new promotion soon to 
be launched in consumer advertising ...a 
promotion with a plan that sends tool users 
to your store asking for Crescent Tools and 
insisting that their purchase must be a genu- 
ine Crescent. 

Drop us a line today. 








CRESCENT TOOLS - 2 


Sign of lhe Grlisan 
Symnbl of Ercecllence 


Crescent is our trade-mark, registered in the United Stotes ond abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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WHAT'S NEW 





nozzles and fittings to retail at $45, 
less motor. A wheel kit and handle 
is available at $7.50. A folder is 
available free. W. R. Brown Corp. 


For more data circle No. 19 on postcard, p. 103 


Sliding door flush pulls 


Here are three attractive flush 
pulls for sliding doors. The oval pull, 


in brass or chrome finish, is 13. x 
2 5/16 in. with well of 1 1/16 x 2% 
in. A round flush pull, in wrought 
steel or brass with brass or chrome 
finish, is 2% in. in diameter with 
21. in. diameter well. The oblong 
square finish flush pull, in wrought 
steel or brass with brass or chrome 
finish, measures 1°, x 3 1/16 in. 
with well size 1 1/16 x 2% in. All 
pulls come packed in polyethylene 
bags with screws. The % in. finger 
pulls are also available. Wessel 
Hardware Co. 
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Aluminum broiler special 
This 
with colorful merchandising label 


aluminum Mirro broiler 


is offered as a special until March 
31. The regular $3.75 value sells for 
52.79. The V slant rack provides 
smokeless broiling and extra wide 
band grips give safe handling. With 
the rack removed, the pan serves as 
a roaster or baking pan. Overall size 
164% x 10% x 2 in. Mirro Alumi- 
num Co. 
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Vinyl! electrical tape 

A wider temperature working 
range and total adhesion are prop- 
erties offered by this vinyl plastic 
tape. Slipknot No. 7 plastic electri- 
cal tape has a minimum dielectric 
strength of 10,000 volts and will not 
dry out. Comes in % x 150 in. rolls 


/ 


at 35¢ each, packed in counter dis- 


play boxes. Also comes in a 66 ft 
roll with a newly designed tape cut- 
ter included free. The cutter packs 
conveniently in the can with the 
roll when not in use. Plymouth Rub- 
ber Co., Ine. 
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Self-propelled 21 in. mower 


This 21 in. power mower spear- 
heads the Pennsylvania line for 
1958. The Croydon is powered by a 
2.75 hp, 4-cycle Briggs & Stratton 
engine with rewind starter. It is 
equipped with inset wheels, clutch 
lever to operate rear end automotive 
transmission and moves at 3 mph. 
Aluminum housing extends below 
the level of the extra wide blade. A 
fixed blade coupling lessens engine 
vibration and wear. Cutting height 





; 
: 
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~~ 
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adjustment is 1 to 3 in. Other new 
models in the line are a 21 in. unit 
with a 2.25 hp, 4-cycle engine with 
rewind starter and an 18 in. unit 
with a 1.75 hp, 4-cycle engine with 
rewind starter. Both engines are 
Briggs & Stratton. Pennsylvania 
Lawn Mower Div., American Chain 
& Cable Co., Inc. 
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Stand-up grass shears 


A simple squeeze action operates 
the blades of this stand-up shear 
mounted on a tubular steel shaft. 
The blades have an automatic ten- 
sioning device that adjusts to the 
toughness of material being cut. 
This addition to the Snap-Cut line 
has two large wheels and a plastic 
grip on the lower handle. Retails 


=> 


' 
4 


e) 
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for $6.95. Packed one to a carton. 
Seymour Smith & Son, Ine. 
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Plastic oval shaped pail 


Modern housewives will want this 
convenient 12 qt oval shaped poly- 
ethylene pail. It easily accommo- 
dates a mop and provides non-tip 
safety on stair steps. Molded feet 

(Continued on page 106) 
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Be sure to write name 
and address on post card. 


Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 








FIRST CLASS 
PERMIT NO. % 
(Sec. 34.9 P.L.AR.) 
New York, N. Y 








BUSINESS REPLY CARD 


No postage necessary if moiled in the United States 





POSTAGE Witt BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 


Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 1/2/58 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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Here is Your Quick Check Card 


What it is... How it works 


| @ Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the “What's New’ columns. You get more of these in 
HARDWARE AGE than in any other magazine. 


@ When you want more free information on any of these products, simply 
mark a circle around the same number on the post card as appears 
under the individual item description. 


@ Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 

will be sent you on each item. 


Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 
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Postcard valid & weeks only. After that use own letterhead fully describing item wanted. 1/2/58 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | hove circled below. 
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(Sec. 34.9 P.L.&R.) 
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No postage necessary if mailed in the United States 


BUSINESS REPLY CARD 





POSTAGE WiLL BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 













A big help for busy deal- 


ers. Use this card for free 
information on new prod- 
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Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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Designed for 
Smart Interiors... 


The modern space saving innovation 
for bypassing doors or doors that slide into 
their own recessed pockets. 


With this type of door there is never 

a sacrifice of valuable floor space. More 
artistic placement of furniture and 

wall decorations are possible when the 
sliding door is employed in preference to 
the conventional swinging door. 


Sliding doors are ideal for clothes 
closets, supply and storage cabinets or 
as room dividers in the home, 

office or factory. 


Hangers have large 1% inch diameter 
wheels of Nylon and never 

require lubrication. A specially designed 
adjustable rail is made in 44, 56, 60, 68 
and 92 inch lengths. 


Two styles each with distinctive features 
fit any thickness of door 





MANUFACTURING CO. 


Sterling, Illinois 
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2% MORE MONEY 
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in’ SALES 

in PROFITS 

in DEMAND 
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Td puts THE MOVE IN PAINT REMOVER... 
J. T. ROSS & CO. 
Highiand Park, Iil. 
... mever have we had a product meet such enthusiastic con- 
sumer demand . . . TM-4 should prove to be our biggest dollar 
seller in household chemicals.” 
J. T, Ross 
NORTHERN WHOLESALE HARDWARE CO. 
Portiand, Oregon 
“TM-4 . . . outselling all others. We are selling more TM-4 than 
the rest of the paint removers carried put together.”’ 
H. J. Bailey, Manager 
Paint Dept. 
FELTON SIBLEY & CO., INC. 
Philadelphia 6, Pa. 
*. . . TM-4 has established itself as the leader over the other re- 
movers we carry and we have just scratched the surface.” 
Walter G. Sibley 


@ Independent university tests prove TM-4 Paint Remover best. 
The amazing TM-4 formula has not and cannot be duplicated. 


e TM-4 was used to remove up to twenty coats of paint and 
stain in renovating INDEPENDENCE HALL. 


e TM-4 is the easiest paint remover to use. 
e TM-4 has 100% money back guarantee on every can. 


Nationally maintained prices:* %% Pint .89c, Pint $1.49, Quart $2.49, 
% Galion $4.49, Gallon $7.98. 
* You make $1.00 on every quart. 


WINFIELD BROOKS COMPANY + WOBURN, MASS. 











WHAT’S NEW 


(Continued from page 102) 
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allow spill-proof sliding and the re- 
inforced metal rim adds support for 
heavy loads. Metal bail has plastic 
handle. The labeled, prepriced pail 
is available in turquoise, yellow, 
pink, or red at $1.98. Standard 
round 11 qt pail available in same 
colors at $1.98. Columbus Plastic 
Products, Inc. 
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Electric power reel mower 
Ordinary house current is all 
that’s needed to operate this Sun- 
beam electric lawn mower. The 
lightweight reel mower has a 1- 
piece frame and is adjustable from 
4 to 234 in. All driving parts are 
enclosed. A safety release disen- 


tt 


gages the reel when a solid object 
is hit to avoid reel damage. Sells 
for $119.50; Colorado and west 
$121.50. Sunbeam Corp. 
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Reversible sliding hardware 


Here is some sliding door hard- 
ware that can be reversed to fit on 
either 34 or 1% in. doors. M-D 
Reversible has heavy-gauge cad- 
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Enjoy all the advantages of consolidated purchasing, order 
all your Garden Hose — Plastic or Rubber from one reliable 
source .. . Atlantic. We offer a complete variety of colors, 
sizes and types of standard and promotional plastic and 
rubber garden hose, engineered, packaged and. priced 
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Fully Covered and 
Protected Under U. S. 
Patent 2,621,075. 
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4 TUBE SPRINKLER ~ 


A patented Sprinkler Hose, the 
™ best and the only 4 _ tube 
| Sprinkler on the market. It’s our 

eader. Smooth, Green and made 
fm of Deluxe Imperialyte Plastic. 
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SOAKER HOSE 


The ideal hose for watering the 
“hard to get at places’, 1/2" 
Size, color Green, made of Im- 
perialyte Plastic. A good item at 
a low price. 
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COMPLETE RUBBER HOSE LINE 


CRANSTON ATLANTIC 
2 ply Construction 1 ply Construction 
5a’ Size—Red, Green, Black %'' Size—Red, Green, Black 
15 yr. Guarantee 10 yr. Guarantee 
STANDARD ECONOMY 
1 ply Construction 1 ply Construction 
5’ Size — Black V2" Size — Black 
5 yr. Guarantee 5 yr. Guarantee 
NEOPRENE 


1 ply Construction 
VY2"' Size — Green 
10 yr. Guarantee 


























PLASTIC PROMOTIONAL HOSES 


Quality Traffic builders for any store 































+50 GRO-GRASS +150 WATER BOY 
%,"' Size Ye’ Size 

Opaque, Red, Green Opaque, Red or Green 
or Black Lusta-Brite Finish 
Lusta-Brite Finish 3 yr. Guarantee 


5 yr. Guarantee 

+337 IMPCO 
¥e'' Size 
Translucent, Smooth 


Kelly Green Finish 
3 yr. Guarantee 






MANUFACTURERS of RUBBER GARDEN HOSE 
PLASTIC GARDEN HOSE ¢ PLASTIC TOILET SEATS 
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OF QU Your ONE Source for ALL Your PLASTIC or RUBBER 
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SUPER DELUXE 


A superior garden hose. Attractively 
packaged to catch the customer's eye. 
Engineered to exceed the requirements 
of the standord established by the 
U. S. Department of Commerce, CS 
209-57 for Vinyl Chloride Plastic Gar- 
den Hose. The Seal of Quality accom- 
panies each length of hose. It’s built 
to last longer, and trouble free. 

in opaque and translucent compounds. 


OPAQUE HOSES 
LUSTA BRITE FINISH 


+550 STREAM FLOW 


Full 34” Size Green only 
+500 AQUALITE 
Full %” Size... Green only 


Both hoses guaranteed for 15 years. 
The real professional gardeners’ and 
contractors’ hose. Used extensively 
for golf courses and homes with large 
lawns where heavy flow of water is 
required. 


+300 LEADER 


Full “2” Size... Red & Green 
10 yr. Guarantee 
ey og cover. An ideal quality 
° 


hose for general use. 
+200 ATCO 
Full 4s" Size....10 yr. Guarantee 


Smooth cover. Very popular size. 


TRANSLUCENT HOSES 
+700 CLEARALON 


Full /2” Size... 10 yr. Guarantee 
+580 RIB CLEAR 
Full As” Size....10 yr. Guarantee 


The best of plastic garden hoses made 
with Imperialyte virgin plastic. A 
beautiful Kelly green color. Clearalon 
has a smooth cover, Rib Clear has a 
corrugated cover. Both with a —_ 
fire polished finish. These hoses 

those who demand extra quality. 


Tubing & Rubber Company 
MILL STREET CRANSTON 5. R.|1 



































mium plated steel hangers with 
noiseless nylon wheels. Available in 
packaged sets for 3, 4, 5, 6 and 8 ft 





openings at prices ranging from 
$3.90 to $7.25. Optional accessories 
include round or oval recessed door 
pulls in brass, stainless steel and 
copper; Facia strip FM-300 and 
Guide Strip No. 15. The operating 
display model shown is available 
without charge with an order for 24 
sets. Macklanburg-Duncan Co. 
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Two push broom specials 


Here are two push broom specials 
for Hardware Week. The Empire 
indoor broom (shown) features a 
2-piece handle and bristles in pink 
and yellow. Made to sell for $2.98, 
it will carry a special price of $2.39. 
The outdoor broom also has the 2- 
piece handle and comes in brown or 
green also at the special $2.39. Both 
items come packed blocks and han- 





dies in space-saving display cartons. 
Empire Brushes, Inc. 


For more data circle No. 28 on postcard, p. 103 
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Decorative covering patterns 


Three patterns in eight color 
styles have been added to the Mar- 
valon line of linings for shelves and 
drawers. The black Signet design 
comes on a background of pink or 
yellow with a gray shadow and on 
turquoise or white with a gold 
shadow. The Tea Roses pattern 
comes in yellow or red roses on a 
white background. Mayfair comes 
in a combination of red, charcoal 
and pink or in yellow, turquoise, 
beige and brown tones. Prices for 
shelf lining, drawer lining and 
adhesive veneer range from 98¢ to 
$1.89 per roll according to length. 
A wide width roll sells for 63¢ per 
yard. Kimberly-Clark Corp. 
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Triggered sandpaper holder 


Customers who do a lot of refin- 
ishing work will be interested in 
this sandpaper holder with the trig- 
ger release for quick reloading. This 
Howard holder has a non-rusting 





mirror finish. It is available in a 
standard model for flat surfaces 
and in a model with sponge rubber 
base for curved or irregular sur- 
faces. Packed 1 dozen to a display 
box. Hardware Products Co. 
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Garden hose filter washer 


Home gardeners and housewives 
will be customers for this: hose 
filter-washer that screens dirt from 
water going into sprinklers and 
washing equipment. Useful on gar- 





















den hose, sprinklers, hand sprays 
and washing machine hose. Pre- 
vents clogging. Three filter-washers 
are mounted on skin pack cards. 
Melnor Industries, Inc. 
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Car body scratch remover 


All of your car owning customers 
will have a use for this item. It re- 


goo" 
ae be mover 
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moves surface scratches and paint 
blemishes from automobile bodies. 
Called Duro Auto Body Scratch Re- 
mover, the item comes in a 3 0z 
carded tube, 12 tubes to a display 
earton. A wire display rack and 
card comes free with the first order. 
Retails for 75¢ per tube. Woodhill 
Chemical Mfg. Co. 
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Fresh water casting reels 


Your fishermen customers who 
like lightweight and fast running 
fresh water bait-casting reels will 
want these two True Temper mod- 
els. Dynacaster and Trophy models 
are quality reels that meet tourna- 
ment requirements plus rugged- 
ness. Both units are aluminum and 
have anti-backlash control, stainless 
steel level-wind guide, on-off click 
and chromed black finish. Dyna- 
caster retails for $15, has a 3.7 to 1 

(Continued on page 112) 
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America’s 
most “wanted” ™ 


” 


plier eee , t | 


CHAN jg, LOCK 


1. Ce Pa. 4 0 


The ‘Want Books”’...and ringing 
cash registers ...of hardware stores 

all over America give profitable 

proof of the growing sales of the 
Channellock No. 420. Hundreds of 
thousands of these handy, popular 
pliers are bought each year by 
mechanics and householders alike. 

They like its pipe-wrench grip... its all 
‘round usefulness. And you'll like the 
Steady profits when you put America’s 
most ‘‘wanted”’ plier up front for your 
customers to see... “heft’’...and buy. Let 
us send you our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 














It’s easier to stock 
just one line-of pliers. 
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more POWER ... more FEATURES . . . more PERFORMANCE 


the most advanced | 
saw line on the 
market today 





MILLERS FALLS 
pgoje) E— 





MODEL 626 614” $54.50 
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Tomorrow’s Saws Today! 
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There’s a saw for every buyer ...a saw for every job... 
a saw in every price range ... in this brand-new, all-new 
line of Millers Falls electric saws. 
standing heavy-duty models, they’re full-powered, deep- 
cut, lightweight, beautifully balanced — and loaded with 
all the exclusive features and top-quality engineering you’d 
expect from Millers Falls! 


Paced by two out- 


“Put them to the wood... and purchase on performance!” 
Right away you'll see the on-the-job advantages they offer 
for every class of trade... advantages that make them 


truly the most advanced saw line on the market today. 


For contractors 
and builders 
TWO HEAVY-DUTY MODELS 


Two powerful, all-new contractors’ and builders’ 
saws with outstanding professional quality, tre- 
mendous cutting rvs. (up to 24%” at 90°; 2%” 
at 45°), plenty of power (full 2 h.p.), rugged 
construction and exceptionally light weight. It 
all adds up to tireless all-day sawing with speed 
and ease that makes light work of every heavy-duty 
application. Features include exclusive Micro- 
Guide, safety window, integral depth and angle 
adjustments with direct-reading scales, wide base 
and telescoping guard. 


No. 800 8-4" 
No. 747 7-4" 


Heavy Duty $95.00 
Heavy Duty $84.50 


For carpenters 
and craftsmen 


TWO STANDARD-DUTY MODELS 


Two rugged new saws with a tremendous 65% 
power boost over previous models. Ample power 
and capacity make light work of 90% of all jobs in 
the light-to-heavy-duty saw range... including 
compound mitres in 2” dressed lumber at 45°. 
Both models offer truly professional quality... 
precision-cut gears of hardened alloy steel, full- 
polish die-cast aluminum frame, positive, easy 
angle and depth adjustments, full telescoping 
guard, perfect balance, light weight and power to 


spare ... all at popular prices. 
No. 727 7” Standard Duty $74.50 
No. 626 6-2" Standard Duty $54.50 


MILLERS FALLS COMPANY 
Greenfield, Mass. 


MILLERS FALLS 
TOOLS 





CARRYING CASE 
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MILLERS FALLS COMPANY 
Dept. HA-27, Greenfield, Mass. 


| want to know all about the new Millers Falls Saws. 


( ) Rush me full information. 
{ ) Have your representative call. 


Name 





Address 





Zone ——. State 








Se se es eee | 
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and door aligners that hold doors in 
line without need for a track, even 
when the doors are warped. One 
screw in the top pivot socket pro- 
vides quick adjustment or removal. 
Screws are outside aluminum guide 
channel] to prevent channel damage. 
Hardware can be adjusted horizon- 
tally or vertically. Available for 
door openings 2 ft, 2 ft 6 in., and 3 
ft in two panels and for 4, 5 and 6 





| gear ratio, weighs 6.3 oz. Trophy, 
| at $12.95, has a 4 to 1 gear ratio, 
weighs 6 oz. Both reels hold 100 yd 
of 15 lb test line. American Tackle 
& Equipment Co. 
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WHOLESALERS and 
RETAILERS Alike! Five inch wire stripper 


Yes, everybody's happy with the sales Do-it-yourselfers and profession- 
results they get from Consumer Cata- | als will be customers for this 5 in. ft openings in four panels. Stanley 
eee ney Se Sane Se | wien gieigper thet fenteres a Hardware Div., Stanley Works. — 


Merchandising Service. These Catalogs ' 
boost sales an wholesale and retail thumb operated gauge. It strips all For more data circle No. 35 on postcard, p. 103 


levels! 


Let MMS Produce 
Your Fall Season 
Consumer Pieces 


We'll produce your Broadside or Cata- 
log on Housewares, Hardware, Gifts, 
Toys, or Garden Goods and similar lines. 


IT’S AS EASY AS THIS: 


e You select the items, set 
the prices for your mailing 
piece 

e We do the rest: layout, 











a, 
, Two brush item specials 

One Oxco special for Hardware 
Week is this Bar-B-Q brush set 
(shown) consisting of a 9 in. grill 
cleaner and a long handled 1614 in. 
basting brush. The cleaner has a 
chrome scraper on the head and 
brass wire bristles. The basting 
brush has a wire shank and steri- 
lized white horsehair bristles. 
Carded set sells for $2.19, regular 





copy, artwork, plates, | commonly used insulated wire from ee". 
printing 14 to 24 gauge without nicking or 
e Your dealers get the fin- cutting. All settings can be made 
ished Catalogs, imprinted quickly by turning the non-slip 
with their names, all ready spring loaded star gauge. Also fea- 





for mailing tures plastic grips and streamlined 
WRITE FOR FULL DETAILS NOW | design. Proto Tool Co. 


MEYER | For more data circle No. 34 on postcard, p. 103 






Bi-folding door hardware 


SERVICE Smooth, quiet action is offered by 
this Stanley Bi-fold hardware for 

400 N. Wells Street passageway and closet doors. Fea- 
Chicago, 10 tures include a snugger to eliminate price is $2.69. Available in a 6-pack. 

“ 06 rattling and hold doors firmly A 14 in. wide outdoor push broom 
Whitehall 3 98 closed, jam mounted pivot bracket with a 54 in. handle is also available 
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IT’S ‘‘IN THE BAG’’ IN ’58 FOR FAIRBANKS-MORSE PUMP DEALERS! 


) Coming 
Soon / 








FAIRBANKS-MORSE 


has a brand-new, qualified dealer sales and service 
plan! 3 


IT’S A HONEY, TOO! 


If you can qualify, you’re in for the best chance you’ve 
ever had, regardless of the pump lines you carry now, 
to build a full-time pump sales and service business 
which can show you more sales per year and more 
profits per sale! 


Watch for the Fairbanks-Morse salesman with the 
striped bag in his hand. He’ll be calling on you soon. 
Fairbanks, Morse & Co., Dealer Div., Chicago 5, 
Illinois. 








FAIRBANKS-MORSE 


a name worth remembering when you want the BEST 


Wa 





PUMPS * WATER SYSTEMS * GENERATING SETS * MAGNETOS 
MOTORS * SCALES * DIESEL LOCOMOTIVES AND ENGINES 
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WHAT'S NEW 






























aS a special. It is handy for side- 
walks, garage floors and so on. This 
regular $2.98 item will sell for 
$2.49. This Ranch House broom is 
available in a 6-pack. Ox Fibre 
Brush Co. 


For more data circle No. 36 on postcard, p. 103 


Knocked down hose hanger 
Display and storage space is 

saved with this hose hanger pack- 

aged in knocked down fashion in a 


hen 


‘ 
$ 
~ 

. 





2-color display box. Comes complete 
with nuts and bolts for assembling 
by the customer. The heavy-gauge 
steel hanger is finished in gray 
enamel and holds 100 ft of hose. 
Can be mounted on any wall. Dalton 
Mfg. Co. 


For more data circle No. 37 on postcard, p. 103 





















with compartments for baits, lead- 
ers and hooks plus a roomy bottom 
for other gear. The pliable surface 
will not scratch baits and is not 
affected by chemical reactions from 
bait. Metal parts used in the box are 
brass. The Stream ’n Sea is 15% 
x 6% x 6% in. Permanent color is 
green with red handle and lock. It 
floats. Falls City Div., Stratton & 
Terstegge Co. 


For more data circle No. 38 on postcard, p. 103 


Magnetic cabinet catch 


Here is a magnetic catch for use 
on lipped, flush and overlaid cabinet 
doors. Features of this versatile 
catch includes magnetic attraction 
at front and rear, extended screw 
ears, raised body in aluminum, ex- 
tra large strike plate, and a swivel- 
ing magnet. Star Metal Products 
Co. 


For more data circle No. 39 on postcard, p. 103 


Promotional plant stand 


Plant lovers will be customers for 
this Carleo promotionally priced 
plant stand. It provides 450 sq in. 
of storage space for planters and 
African Violet trays. The sturdy 
















Polyestyrene tackle box 


Here is an ideal buy for your 
fisherman customers whether they 
fish in fresh water or salt water. 
This polyestyrene addition to the 
My Buddy line has two 14 in. trays 










































































brass plated stand has a lacquered 
finish and is 29 in. high, 22 in. wide 
with 7 in. shelves. Comes individu- 
ally boxed. Carlisle Mfg. Co., Ine. 


For more data circle No. 40 on postcard, p. 103 


Wood door, aluminum insert 

The beauty of wood and the con- 
venience of aluminum are combined 
in this winter-summer screen and 
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storm door. The sturdy wood frame 
comes complete with two aluminum 
glass inserts that snap into place 
plus a full screen insert with cross- 
bar for extra support. The door is 
fully weather stripped. National 


Screen Co. 
For more data circle No. 41 on postcard, p. 103 


Marine life glass pattern 
Hostesses will want this 8-piece 
Libbey glassware caddy set featur- 


Haring 





ing a design of 22k gold sea horses, 
snails and fish on a background of 
light green embossed enamel waves. 
This Marine Life design appears 
on 12 oz, heavy base glasses, as 
shown, with 22k gold rims. Caddy 
is simulated gold wire. Sells for $6 
per set. Libbey Glass Div., Owens- 
Illinois Glass Co. 

For more data circle No. 42 on postcard, p. 103 


Rug cleaner and machine 


Bissell Shampoo Master rug 
cleaning machine is designed for 
home shampooing of rugs and car- 
pets. The liquid rug cleaner is espe- 
cially effective with the machine. 
Shampoo Master is made of yellow 
and white plastic, weighs 7 lb, has 
a plastic sponge roller and two 
saran brushes. The liquid and 

(Continued on page 117) 
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Time! It measures your profits 


Your business success is measured by Time ing, heating, and industrial goods 


The wages you pay, the profits you make between the manufacturer and himself 
— both are based, primarily, on time. for you. By doing this, your wholesaler 
Delays hold up your work, you com- helps you to reduce time-consuming, 
plete fewer jobs, sell less goods, thus profit-dissipating delays, meeting your 
cutting your profits. When and wherever requirements on short notice. 


you save time, you increase your profits. 
Depend on your wholesaler and be 


Your wholesaler gains time for you assured that he can deliver the goods 
He “buys ahead”, anticipating your needs, ... when and where you want them... 
maintaining a constant flow of plumb- on time! 


This message sponsored by GRABLER — Manufacturers of the SQUARE GEE” Line of Pipe Fittings 


Dependable Distribution from these Warehouses: ° 
New York © Philadelphia © New Orleans ° 
Atlanta ¢ Pittsburgh ¢ Cincinnati © Dallas : 
Chicago © St. lovis © Detroit © Denver : 
Minneapolis ©® San Francisco @¢ Los Angeles : 


The GRABLER [= Manufacturing Co. ¢ 6565 Broadway °« Cleveland 5, Ohio 







































So you get easier 
faster sales with 





& 
& eewterr ~ ‘ rinnnbiinigl =>” é — 


Heavy-Duty Pipe Cutters 


The instant your customers start feeding in 
this new cutter on a pipe, they feel the 
remarkable difference, the new cushioning 
effect that makes cutting much easier 
; and faster. And the bigger handle 
<— and extra long shank (protecting 
threads on screw handle when they 
use a power drive) helps, too. 
Order your stock of RIGID 
Heavy-Duty Pipe Cutters 
from your Wholesaler today! 






RICH LADDERS 


Wood 
Aluminum 
Wood and Aluminum 


























@ Steps @ Scaffolds 
@ Singles @ Trestles 
@ Extensions @ Planks 


@ Stools 


Made only in Carroliton, Ky. 








| HOWARD B. RICH, ING. 





P.O. Box 120 


Write for Catalog 


Carrollton, Ky. 
























Save with MYERS 





Standard & Gea Trailers 


FOR AUTOMATIC 
TOWING SYSTEMS 
ORDER-FILLING 
AND STOCKING 

















= 








_— 4 
on ae 


The large trailer above (4100) is saving money for Brown- 
Camp of Des Moines and other hardware wholesalers. Note 
automatic coupler, high end racks, combination order 
holder and blackboard. Hardwood or steel plate deck, 
manual coupler if desired. Many other warehouse trucks 
including No. 1070 above. Representatives in key cities. 
Competitive prices. Write today for illustrated folder. 


MYER 





300 to 6,000 LBS. 





pe itle Gy -\, ome Vail iaek 
CAnal 8-2536 — Nashville 7, Tenn. 
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WHAT’S NEW 


(Continued from page 114) 








water are put into the tank of the 


machine which produces foam 
shampoo. Dirt is concentrated into 
a powder residue which is vac- 


uumed up when dry. The machine 
retails for $14.95 including a 22 oz 
can of cleaner. Bissell Carpet 
Sweeper Co. 

For more data circle No. 43 on postcard, p. 103 


Latch mortising tool 

Installation of Kwikset 400 line 
locksets will be simpler with this 
lightweight mortiser. It features a 
plastic handle that makes it easy to 
drive the tool to the proper depth. 





Cutting edges of the heavy-duty 
steel can be resharpened. Kwikset 
Locks, Inc. 

For more data circle No. 44 on postcard, p. 103 


Hanging fireset bracket 


Homeowners who have fireplaces 
will be interested in this hanging 
fireset bracket that attaches to 
rough and uneven stone fireplaces. 
It provides a convenient off the 
hearth location for firetools. 


Tool 
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THE 


Desmond-Simplex 











The ‘do it yourself”’ 
vise with industrial 
quality features 


At competitive prices 
there's only one vise line 
that gives you these top-quality 
selling features in every vise 
in the line: 

steel channel slide 

enclosed screw 

shoulder-fit jaw inserts 
cut-off tool 

pipe jaws 

one-piece no-pinch handle 





Jaw widths: 3”, 3Y,”, 4", 5” 
for various needs of shop, farm, 
garage, school, or home. 
On top of all this, 
Desmond gives 

you replaceable 
hardened steel 

pipe jaw inserts 


in the two large sizes. 





LEADING HARDWARE DEALERS PROMOTE EXTRA VALUES IN 


DESMOND-STEPHAN MFG. CO., URBANA, OHIO 





Use handy coupon to obtain facts 
on the new Desmond-Simplex 
Vise Display Deal. 


THE DESMOND-STEPHAN MFG. CO., URBANA, 
Please send me full details on the new Vise Display Deal. 


Name 


OHIO 





Firm 





Address 








| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Bassick Casters! 





an impulse item? 


Yes ...with card packaging dis- 
played on pegbords or in glass bins. 


You know how shoppers “browse” 
through stores these days. 

It's a practice you can turn to profit— 
through caster sales. And Bassick’s card- 
ing of five best selling caster styles makes 
it easier than ever. 

The cards show the products attrac- 
tively, illustrate the applications, make it 
easy for customers to see, feel and select 
casters. Ideal for self-service or semi self- 
service selling in both hardware and 
housewares departments. And unit sales 
go up, too—the cards sell a st of four; the 


different styles suggest me”y applications. 


Floor Protection Headquarters 


Set up a floor protection headquarters 
in your store with these carded casters 
and other related items. Top quality 
Bassick casters, rubber cushion glides, 
Bassick “No-Mar” non-marking rests and 
furniture cups, and Bassick feltoid tips. 
THe Bassick Company, Bridgeport 5, 
Conn. In Canada: Belleville, Ont. 


Bassick 


SYMBOL OF EXCELLENCE 


rox 
5 & 


118 





WARING MORE RINDS OF CASTERS §«©— MAKING CASTERS OO MORI 























WHAT'S NEW 


























handles are available in 6 tradi- 
tional brass and 6 brass or black and 
brass contemporary designs. Ben- 
nett-Ireland, Inc. 


For more data circle No. 45 on postcard, p.103 


Large automatic percolator 


Modern design is an attraction of 
this 15 cup table service coffee 
maker. A tall, heat proof knob re- 
places the usual glass diffuser at 
the top of the Duralux Pride fully 
automatic percolator. The taper 
shaped decanter is chrome plated 





aluminum with an extra long handle 
and no drip pouring spout. Also 
has a coffee strength control, two 
thermostatically controlled heating 
elements and a signal light. Comes 
with a detachable 6 ft cord at 
$29.95. Buckeye Div., Mardigian 
Corp. 


For more data circle No. 46 on postcard, p. 103 


Two versatile sleeping bags 


Travelers and sportsmen will be 
interested in these two sleeping 
bags added to the Tapatco line. The 


Eskimo, shown, is ideal for use in 
rugged country, on boats or in 
cabins. The other new bag is the 
Suburban, designed for use in sta- 
tion wagons. It is a double bag with 
a bright flannelette hning, zipper 
closure on both sides, double air 
mattress pocket and bright green 
in color. Most bags in the 16-bag 
line have all-weather canopies and 
many have _ rubberized bottoms. 
Available in five types of filling ma- 
terial. Tapatco is also offering new 
plastic boat bumpers and life rings 





for 1958. American Pad & Textile 
Co. 


For more data circle No. 47 on postcard, p. 103 


Indoor-outdoor barbecue bell 


The pleasing tone of this pol- 
ished aluminum bell will attract 
anyone to the patio or playroom. 
The colorful counter display box 
will help attract customers for it. 
The bell is mounted on a satin black 





a Be 


ship’s bell bracket for hanging. 
Sells for $2.49. Bevin Bros. Mfg. Co. 
For more data circle No. 48 on postcard, p. 103 

(Resume reading on page 16) 
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‘KEYS MADE 


SIZE: 12” x 27” 


THIS KEY SIGN 


WITH CHAINS OR BRACKET 
BUY A R42 x PKA-3 KEY MACHINE 
WITH BLANKS (consisting of a key duplicating machine, motor, rotary 
key board and 1020 popular key blanks), AND YOU WILL RECEIVE 
— FREE — THIS GIANT KEIL TWO-SIDED CAST ALUMINUM KEY SIGN. 


This offer is good for a limited time only, so — 
CONTACT YOUR JOBBER IMMEDIATELY OR WRITE US 


AAA A EURO A NR a A ~ 
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Keil Lock Company, Inc. 


Charlestown, New Hampshire 


















America’s Largest 
Manufacturer of 


Mail Boxes 


LIST PRICE 


ANTI-SYPHON CHECK VALVE $90 


Full water-way.No restriction, 34"’ pipe 








UNION VALVE (Non-Union $2.80) $380 


Swivel seat for long life, %4"’ pipe © Rust Resistant Steel or Aluminum 


@ Infra-Red Baked Enamel DuPont Finishes 
@ Wide Choice of Modern Styles 


POP-UP SPRINKLER HEAD $118 © Completely Weatherproof. Priced Right 
Pops up 112” above grass - V CHECK Zelson Quality, Price, Delivery 


REGULAR SPRINKLER HEAD 4 = : ee oy 
Fully adjustable, solid brass — 


HOSE TO PIPE FITTINGS =» gg | Kerra ow Siti, ay 


Nomes, and Numerals 
Various sizes available 


mee “iG 7 2 
ee ; 

All-Aluminum : = 

HOSE Y Shelf Brackets * eee 

‘ o  — 

Ideal for Siamese connections 5 oe = oe All-Aluminum 

Gas and Electric Hose Columns 
Hangers 














Ww 























12 
OUR PRODUCTS MANUFACTURED FROM HIGH QUALITY BRASS, S— sii Incinerators 
GUARANTEED AGAINST DEFECTIVE WORKMANSHIP tar Suteusie and Came ’ 
PRODUCTS SOLD THROUGH YOUR LOCAL JOBBER ONLY bination Doors W/E Ou feel ¢ nr ted 
CHAMPION BRASS MFG. CO. write or Wire 115 East Carson Si 
1460 NAUD ST. © LOS ANGELES 12, CALIF. © CApito!l 1-2108 san ata Eve 
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THE DEMAND 
Grows 
For 





CARRIAGE 


CLAMPS! 


ra 


*TWO FINISHES 


Bright Nickel—1°'", 2'*, 2'/2°*, 3°" 
Notural—4"", 5°". 6°", 8°". 

B&C deeper-than-usual-throat-depth, 
dependability and low price is 
boosting clamp profits for B&C 
dealers. Customers find they handle 
the toughest clamping jobs better— 
safer! To build your clamp profits, 
stock and sel! B&C. 


V Heat treated for extra rigidity. 
V Screws 
seating. 


V Sliding vise-type handles and 
action-free swivel caps permit 
maximum pressure. 


aligned for accurate 














10 STYLES IN OPEN STOCK 





No. _ Cap. _List* | No.  Cap._List* 
141 x 28 | 145 5" 2.20 
142 2" .38 146 6" 2.50 
142, 2,"  .74 | 148 8 3.74 
143 3" 80 | 241H.D. | 44 
46 4" 1.62 | 242.0. 2" 60 





"SUGGESTED LIST PRICE ONLY 
H.D.—Heavy Duty. 











Write for Catalog 
See Your Jobber 





THE 


BRINK & COTTON 


MFG. CO. 
33 POLAND STREET + BRIDGEPORT, CONN. 
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TO HELP YOU SELL 








(Continued from page 16) 
conveniently packed in these Bin- 
Paks. The 12 x 6 in. boxes keep the 
merchandise in view and easily ac- 
cessible even when stacked. Each 
item is wrapped in polyethylene 
with screws 150 to a box. Carton 
label shows illustration, quantity, 
finish and base number. Items avail- 
able in this packaging are: Case- 
ment sash fastener, bar sash lift, 
two types of door stops, coat and 
hat hook, and hand rail brackets in 
bright brass, dull bronze, bright 
nickel and aluminum finishes. H. B. 
Ives Co. 


For more data circle No. 49 on postcard, p. 103 


Fence controller display 


Your farmer customers’ who 
keep livestock will be attracted by 
this colorful display for Hol-Dem 
electric fence controllers. The 24 





x 36 in. maroon and tan rack can 
be used on the floor or counter to 
display four or six fencers. The 
perforated panel, tubular steel and 
metal unit is available with the 
initial purchase of six fencers. A 
similar rack is also available for 
battery chargers. Hol-Dem Electric 
Fencer Co. 


For more data circle No. 50 on postcard, p. [03 


Modeling dough counter card 


Parents will be attracted to the 
popular Play-Doh Tri-Pak by this 
eye-catching counter card. The 
words Colors Blend point out to cus- 
tomers that different colored packs 
of Play-Doh can be combined to 
produce a wider variety of colors. 
The 12 x 18 in. card has a sunburst 





spot at the top to imprint a national 
or local television personality pro- 
moting this modeling dough for 
children. Card is available free. 
Rainbow Crafts, Inc. 


For more data circle No. 51 on postcard, p. 103 


Submersible pump manual 


Anyone who works with or sells 
submersible pumps will be inter- 
ested in this 32-page manual. Selec- 
tion, installation, and maintenance 
on 2 and 3 wire submersible systems 
is covered thoroughly with the help 
of 29 photographs and sketches. A 
detailed check chart of trouble 
shooting information is also in- 
cluded. Rapidayton Div., Tait Mfg. 
Co. 


For more data circle No. 52 on postcard, p. 103 


Ribbed matting merchandiser 


Plast-O-Mat ribbed polyethylene 
matting is available in a new 5 ft 
cut length backed 1 dozen rolls to 
this attractive merchandiser. This 
sales stimulating 3-color display is 
free. The matting, which is useful 
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as floor runners, shelf liners and so 
on, also comes in bulk rolls in stand- 
ard 30 in. widths. Warp Bros. 


For more data circle No. 53 on postcard, p. 103 


Barbecue accessory deal 

You get an eye-catching revolving 
display rack free with any assort- 
ment of Tex-Knit Barbeque Acces- 
sories totaling $85 or more at re- 
tail. Two planned assortments avail- 
able include one listing at $86.26 
and a smaller one without display 
listing at $22.25. Each contains 
aprons, chef’s sets, cooking mitts 


rex-Knit 


BARBEQUE 





and asbestos gloves. Textile Mills 
Co. 


For more data circle No. 54 on postcard, p. 103 


Mower demonstrator deal 


Here is a demonstrator plan to 
help you sell Homko power mowers 
for 1958. Package includes: A new 
demonstrator mower at less than 
cost; one 1%4 gal flat-top gasoline 
can with each demonstrator; a free 
promotional kit of sales aids; a 
giant 4-color store display available 
as an option. To get the deal you 
order at least five mowers which 
must include a Model RA-222 trim- 
mer rotary or a Model LP-230 reel 
mower. Western Tool & Stamping 
Co. 


For more data circle No. 55 on postcard, p. 103 


Catalog, workshop primer 


You and your home craftsmen 
customers will find plenty of use 
for this handy 36-page Delta power 
tool catalog that also serves as a 
workshop primer. Illustrated how 
to do it hints, charts showing saw 
blade types and uses, typical power 
tool operations, and photographs of 
typical home workshops are a few of 

(Continued on page 124) 
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EVERYBODY 


is a customer for S-K/Lectrolite Wrenches 
mee: ae : ee mies | 









clung ndettriel Maiteuruce Men 


farmers, home handymen and even housewives 


Every type of customer who enters your hardware store is a good prospect 
for socket and flat wrenches. The NRHA Approved S-K/Lectrolite No. 100 
Wrench Merchandising Program gives you the sales tools you need to turn 


this big potential into actual profits. 


Designed to meet hardware space and selling requirements, the No. 100 
Program includes a complete stock of the fastest selling wrenches and sets 
that are used in more than 90% of all wrench applications. S-K/Lectrolite 
wrenches combine superb quality with attractive pricing to offer the wrench 
industry’s most outstanding values. Finally, the No. 100 Program provides 
the most practical and effective wrench displays available. 


Hardware stores all over the country are getting 3 to 4-time turnover from 
their complete S-K/Lectrolite line, with a major share of the volume in 
big-profit wrench sets. Why not add this profit insurance to your hand tool 
department? Ask your wholesaler’s salesman for details of the No. 100 
Program ... Or write, wire or ‘phone S-K/Lectrolite Tools collect! 





LE? 


S-K/LECTROLITE 
TOOLS 





3535 W. 47th St., CHICAGO 32, ILL. and DEFIANCE, OHIO 
DESIGNERS AND MANUFACTURERS OF QUALITY WRENCHES SINCE 1923 


121 





AUTOYRE 


always 
gives 
you 


—“ *~ Or 

= Guaranteed by 

Good Housekeeping 
Cy 


2" a 40veRTISEd mut 
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S OF EVERYTHING 








¢ Quality - Product Lines - Advertising - Displays 


It’s the extras that make the difference! The Autoyre extras of 
quality, styling, performance have your customers coming 
back for more: Exclusive, patented ARMORIZED CHROME-12... 
the only scratch proof, rust proof chrome bath accessory 
finish on the market today! Continuous Autoyre consumer 
advertising designed to build unqualified consumer 
acceptance! A complete range of accessory lines to meet 
every style and price appeal. There’s a matching line 

for every budget, every taste. All extras that add up to 
greater volume and profits for you. 


. « New Products! - New Promotions! 
¢« New Advertising! - New Displays! 


Now more extras than ever before! On the way—sparkling, 
new utility packed product lines, designed for 

even greater selection, greater volume, greater profits. 
PLUS a bigger-than-ever Spring Consumer Advertising 
campaign directing over 50 million customers 

into your store as headquarters for all Spring Housecleaning 
needs. PLUS bright, flag ’em down window streamers 

and colorful display cards to help you cash in on the 

big ad push! PLUS unique, new self-service displays 

of fast moving Autoyre lines designed to make the passer buy! 






See your complete 


SPRING SPRUCE UP PROMOTION 
... packaged for profits 


Ye 


©1958 THE AUTOYRE COMPANY, 221 N. LaSalle Street, Chicago 1, Illinois - A Subsidiary of Ekco Products Company 
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at BOOTH 632-40 HOUSEWARES SHOW—CHICAGO 



















































ELECTRIC 
GENERATING 





PLANTS 





GASOLINE 
ENGINES 











ELECTRIC 


PORTABLE 
POWER 
TOOLS 








YOU'LL PROFIT MORE WITH 











POWER 
LAWN 
MOWERS 
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5841 West Dickens Ave.., 








TO HELP YOU SELL 





(Continued from page 121) 
the many helpful features found 
throughout the book. Complete de- 
tails, pictures and charts covering 
the entire Delta power tool line are 
given. Delta Power Tool Div., Rock- 
well Mfg. Co. 


For more data circle No. 56 on postcard, p. 103 


Ceramic drawer pull unit 

Yale ceramic drawer pulls are 
shown to best advantage on this 
Masonite display printed in four 
colors. Twelve pulls in contempo- 
rary and traditional styles and 





eight varied designs are mounted 
on the board which shows sug- 
gested uses and stock numbers. 
Yale & Towne Mfg. Co. 


For more data circle No. 57 on postcard, p. 103 


Car trouble-light package 


The Snapit automobile Lighter 
Lite is available in this blister pack 
mounted on a colorful display card. 
The card can be hung on perforated 
paneling or placed on the counter. 
The Blister-Pak can be used to 
store light in the car glove com- 
partment. Available for 6 and 12 
volt systems, the light retails for 
$1.29. Cable Electric Products, Inc. 


For more data circle No. 58 on postcard, p. 103 


Window streamer package 


Plastic Steel and Marine Repair 
Kits can be promoted with this free 
package of four window streamers. 
The cartoon illustrated streamers 
use the theme “Got Troubles?” and 
outline specific home repair jobs 








4 GOT TROUBLES? 


FIR UT were ee 
PLASTIC STEEL 
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| GET A KIT TODAY, | 
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that the customer can do himself. 
Deveon Corp. 


For more data circle No. 59 on postcard, p. 103 


3-dimension toy displays 

These two displays will help 
boost the sales of ITC Model Craft 
boat kits. One 3-dimension unit 
contains a model of the Clermont 
steam boat, shown, and the other 
features the Corsair II luxury 
yacht. Both displays have an ap- 
propriate backdrop to give the 
boats an authentic setting. The 
Clermont is 19% in. long and 9144 
in. high. The Corsair II is 23 in. 
long and 11% in. high. Both dis- 
plays are sold individually. A scale 
model boat kit called the Wheeler 





Cruiser is also available at $7.98. 
ITC Model Craft Div., Ideal Toy 
Corp. 


For more data circle No. 60 on postcard, p. 103 


Impact wrench display 


Only 20 in. of counter space is 
occupied by this customer attract- 
ing display piece for the Pet impact 
wrench. The colorful red, white and 
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The new Pittsburgh-Gary cartons, designed for con- 
venience in handling and storage of industrial fas- 
teners, rated national recognition in a recent compe- 
tition sponsored by the Folding Paper Box Associa- 
tion of America. Boxes were judged on the basis of 
protection of product, brand identification, conven- 
lence, sales value and other points. Pittsburgh Screw 
and Bolt Corporation was the only manufacturer of 
industrial fasteners, to receive this recognition. Car- 
tons are made by The Gardner Board and Carton Co. 

Convenient packaging is an added measure of value 
provided by Pittsburgh-Gary products. The complete 
line of package sizes of bolts, nuts and screws is now 
shipped in the new attractive dark blue cartons, with 
colorful, easy-to-read labels. On your shelves or in 
your warehouse, Pittsburgh-Gary fasteners are readily 
identified, and are well protected by their attractive, 
sturdy, award-winning cartons. 

When you buy or specify Pittsburgh-Gary fasteners, 


PITTSBURGH SCREW AND BOLT CORPORATION 


P. O. Box 1708, Pittsburgh 30, Pa. 


GARY SCREW AND BOLT DIVISION 


Chicago 3, Illinois 


you will get highest quality products, packaged to be 
most convenient for you. 


SALES OFFICES in Cleveland; Chicago; Denver; Birmingham, Mich.; 
Houston ; Los Angeles; New York; Philadelphia; Pittsburgh; Salt Lake City 











Advanced Styling... 
and Welcome Warmth 


SELL 
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GAS HEATERS 
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WITH Continents’ © 
New York Furniture Bonded Warehouse Stocks Western 





Exchange 
Irving Entin 
206 Lexington Ave., N. Y. 


Los Angeles, San Francisco, Calif. 
Portiand, Ore.—Tampa, Fia. 
Chicago, Hil. 


Merchandise Mart 
The O. B. Wilt Co. 
San Francisco 


MARTIN STAMPING & STOVE CO., suntsvie, ae 





One Key For All 
Your Windows 


Free 
New Display 
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BURGLAR-PROOF 
CYLINDER 
WINDOW LOCKS 


on your counter shows cus- 


tomers at a glance how the Fraim \ ae 2) 2... 


window lock prevents anyone from 
opening 
can be locked shut against weather 


sash. Tels how window 
or locked partly open 

for ventilation or for instal- 

lation of air conditioning 

Colorful display only 

4x6 inches. Holds 12 locks 

Keyed alike 


DIVISION OF 


units 





ORDER FROM YOUR JOBBER 








PADLOCK and HARDWARE CO. 
LANCASTER, PENNA. | 


| 
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TO HELP YOU SELL 








green display highlights the special 
qualities of the tool which is cradled 
in two hooks. Portable Electric 
Tools. 


For more data circle No. 61 on postcard, p. 103 


Home floor machine leaflet 

This 2-color catalog 
scribes and illustrates the Redi- 
Vac lightweight vacuum cleaner 
and two models of an improved floor 
conditioner. Also illustrated are a 
rug cleaning attachment and a floor 
refinishing kit which are both op- 
tional items with the floor machines. 
Red Devil Tools. 


For more data circle No. 62 on postcard, p. 103 


page de- 


Plant food promotion deal 


You get this deluxe automatic 
wind-up razor free when you order 
one display box of Hy-Gro, one dis- 
play box of Boostabbs and four 
display boxes of assorted sizes of 
Plantabbs. The value of the mer- 
chandise and razor is $87.43. The 
razor can be kept or resold. Profit 
on the merchandise alone remains 
at 33 1/3 percent. Plantabbs Corp. 


For more data circle No. 63 on postcard, p. 103 





NEW EQUIPMENT 


New cost saving equipment 


for the store and warehouse 





Mower blade sharpener 


You can pick up extra profits 
with this Peerless rotary mower 
blade sharpener. In turn, mower 
service invites more mower sales. 
The Peerless machine grinding 
wheel can be set at any bevel. It 
removes nicks and restores edges 


quickly. A blade balancer is in- 
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pS TRAFFIC 
SELLS NOZZLES! 







































‘‘NOZZLE-PAC”’ 


Something really new in merchandising! 
Nothing else like it! Compact display 
package contains two dozen Sherman 
Nozzles — six each in four different 
price ranges. Gives you a wide variety 
at very low cost. Clever cartoon on 
display promotes sales — colorful, 
bright! A Best Seller for ’58! 





' cluded to check results. A cutlery 
| knife sharpener can be attached 
for extra utility. With this, vanadi- 
um and stainless steel knives and 
scissors can be sharpened. A 
Simplex blade balancer is also 
available. A new folder describes 
both items. Fate-Root-Heath Co. 


For more data circle No. 64 on postcard, p. 102 


3-D display sign maker 

You can make colorful, durable 
display or announcement signs 
with Movitex. Pliable plastic % or 
14%, in. letters are inserted into 
a perforated plastic background. 
Backgrounds come in black, white, 
blue, gray and clear. Sizes range 
from 6 in. square at 60¢ to 24 x 
54 in. at $21. Also available with 
gray moulded border from $1.30 to CONTENTS: 
$2.80. Characters in white, red or 
black in sets of 100 at $3.75 to WRITE FOR malt Wie. eine, SERRE an kent 

ialieaee CATALOG H-58 6 — No. 155 Gold Label Nozzies 


6 — No. 161 Diamond Nozzies 
6 — No. 165 New Jet Nozzies 
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GOLD LABEL NOZZLE 


World’s Finest! Exclusive leak-proof “Non-Rising Stem” 
construction. Cuts “packing bind”— eliminates wear. Heavy 
solid brass. Fully adjustable, fine mist to full stream. 





— 
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LEVER-LOCK SPRAY 


One hand, one motion control. Select spray and lock with 
red button lever. Full range adjustment — fine mist to full 
stream. Sturdy — handsome! Ideal for car washing, spray- 
ing flower beds, etc. Instant shut-off. 


$5.75 or in individual sorts. Easels 
are available in black and white. | 
Pryor Marking Products. | 


For more data circle No. 65 on postcard, p. 103 





NEW “JET” NOZZLE 


New Advanced Design solid brass nozzle at a budget price! 
Full range adjustment. O-Ring seal prevents leaking. Avail- 
able on “Vu-Pac” card for rack or counter display. 


Small store air conditioner 


Here is an efficient, low cost air 
conditioner for the small store. 
This 2 hp Ductaire is a self con- 
tained unit that requires only elec- 


tries] commections Mo’ water os H. B. SHERMAN MANUFACTURING CO., Battle Creek, Michigan 
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GET READY FOR ‘58 
WITH 


SHARON 


Auto License Plate Fastener 


With the new year fast approach- 
ing, now is the time to stock and 
display Sharon auto license plate 
fasteners. 
Here are three popular 
Sharon items that 
ore sure money- 
makers. 


>, No. C-1458 
——s CHROME 
PLATED 









For all Brackets, especially convenient 
where Wing Nuts cannot be used. 
¢ Rust proofed — won't rattle 
« V%&" wide head ¢ Shake-proof washers 
¢ Square nuts ¢« 4ona card 
25 cards in disploy pkg. 


LIST PRICE 


$625 8 


pkg. 


No. 0-12558 





« Y%" special Wide Head Bolt 

¢ Washer, Lockwasher and Wing Nut 
Electro Galvanized 

All Fasteners Assembled 

Easily put on — won't rattle or loosen 


LIST PRICE 


$625 °° 


pkg. 


¢ 100 in display pkg. 


No. A-1458 
ALUMINUM 


Aluminum Bolt, Elec- 

trogalvanized Nut, 

Shakeproof Lock- 
washer 

Won't rust, won't 

seize, won't rattle 





No. hacksaw needed at change-over time 


Two Bolts, complete with nuts and lock 
washers, in handy, easy to sell poly bag 


LIST PRICE $750 per pkg. 


¢ 50 bags (100 bolts) per pkg. 


Ask your Jobber or Write 


Shaver Boll and Screiu Co- 


Vorwood Mass. 
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NEW EQUIPMENT 


New cost saving equipment 
for the store and warehouse 





drain connections are needed. The 
kit comes with six 4 ft sections of 
duct and two outlet grills. Other 
sections can be added. One unit will 
handle 1400 sq ft of floor space. 
Other units can be installed to han- 
dle larger’ stores. 
Electric Corp. 


For more data circle No. 66 on postcard, p. 103 


Westinghouse 


Smooth bottom conveyor box 


There are many uses around the 
store for this smooth bottom con- 
veyor box. The lightweight, durable 
vuleanized fibre box functions on 





skate wheel, roller or belt convey- 
ors. The moulded bottoms have no 
protrusions to interfere with oper- 


ations. Available with tapered or 


straight sides. William Bal Corp. 


For more data circle No. 67 on postcard, p. 103 


Small size laminating machine 


Those extra profits are yours with 
this easy to use counter top lami- 
nating machine. You can quickly 
seal your customers’ valuable cards 
and photographs in plastic which 
protects them for life. The Plast-O- 
Seal machine takes only 1 sq ft of 
space and can be operated by any 
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Lucky MR. PHYX now can 
get rid of his ‘dog house 
of odd-lot fasteners” 








He’s installed the Sharon line — a 
complete fastener department with 
1,000 sizes in only 13 feet of shelf 
space, and not a dog in the lot. 
Sharon assortments with automatic 
refill service save store space — cut 
sales time — and reduce inven- 
tory investment. 


ASK YOUR JOBBER, OR WRITE 


Sharon Boll aud Screw Co- 





Vorwood, Mass. 











Do You Want To— 


- Sell or buy a store 

* Represent new accounts 

- Hire experienced 
hardware personnel 


- Dispose of surplus 
stock—distress 
inventory—job lot 
merchandise 


- Get sales representa- 
tion for your line 


- Get a job in the 
Hardware field 


THEN — 


Tell It To The Trade 
in The Classified 
Advertising Pages 
Of HARDWARE AGE 


Classified Ad. Dept. 


HARDWARE AGE 


Chestnut & 56th Streets, 














Philadelphia 39, Pa. 
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There’s less chance for leaks 
with Reducing Nipples 















They’re easy to sell...Your customers 
know they cut cost, speed assembly 


When your customers reduce line size, they make fewer connections 
for faster assembly with U-Brand reducing nipples. This means less 
chance for leaks. They cut installation cost, too. Single reducing nip- 

For complete ‘ ple costs less than a reducer or bushing and regular nipple. 
information Swaged from new, mill-tested steel pipe, U-Brand reducing nipples 
. are a single leak-proof unit. True threads and clean outside chamfer 
send for se speed installation. Available in black or galvanized finish, there are 
er five convenient sizes 4%" x 4”, 1". x %4",1%" x1", 1%" x 1%” and 

free fol 2” x 1%". 
Build repeat sales . . . Stock and sell U-Brand reducing nipples. 
Order from your Supply House today. 


Galvanized and Black U-Cote Malleable Iron Pipe Fittings— Unions— 
Plugs and Bushings—Cast Iron Drainage and Screwed Fittings—Steel 
Nipples and Couplings—-Insert Fittings for Plastic Pipe. 






| p Union Mallieable 
Manufacturing Company 
Ashland, Ohio 
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make 
your 
stockroom : 
tor 
stainless YW 
fastenings <@ 


Write, wire, or phone for your 
copy of the new STAR catalog. 






649 Union Bivd., 








You have 7,000, that's right SEVEN 
THOUSAND, sizes and types of 
stainless steel fastenings at your 
fingertips, RIGHT OFF THE 
SHELF®, when you deal with 
Star. No storage pene — 
no out-of-stock proble 

you can get JUST THE. FASTEN. 
INGS your aes —— ; 
DELIVERED PROMPT 

ANY QUANTITY. THAT'S STAR'S 
SPECIALTY! 


FOR DEPENDABLE SERVICE ... 
QUICK SERVICE . . LOOK TO 
STAR, the one-source resource for 
stainless steel fastenings! 


STAINLESS STEEL 

* A WN Drilled Fillisters °* Bolts 
* Cap Screws * Dowel Pins * Cotter 
Pins °* Machine Screws ° Nuts 
* Pipe Fittings * Sheet Metal Screws 
© Sockets, Cap and Set * Stud Bolts 
* Taper Pins * Washers * Wood Screws 





i Stainless Stan 

> says ‘Star’s 

> Screws have 
clean, bright-and- 
shiny heads”’ 


Paterson 2, N. J. @ Phone: Clifford 6-2300 


G—umr Direct New York Phone: Wisconsin 7-904! 
Direct Philadelphia Phone: WAlnut 5-3660 








MORE POPULAR 
THAN EVER.. 























in their 
“SERVE ’ 
YOURSELF’ 
packet 


Moore Picture Hangers in their handsome, 
colorful Picture Window Packets sell faster, with 
less effort. They’re easier to display, easier to 
handle, and the 4 different sizes are more 
quickly identified. For more picture hanger 
sales, stock these 56-year favorites, NOW IN 
TODAY’S MOST MODERN HANGER PACKAGE. 



































































MOORE PUSH-PIN CO. 


Yince 1900 


Viakers of farnous Moore Push-Pins 


113-25 BERKLEY ST. PHILA. 44, PA. 





































BELONGS ON 
YOUR COUNTER 


The Moore 720B Counter 
Display. 72 Packet ca- 
pacity, yet is only 10%” 
high, with 9” diameter 
base. All metal. Revolves. 
Ask your jobber. 




















New cost saving equipment 
for the store and warehouse 


NEW EQUIPMENT 





one in the store. No heat, tools, 
chemicals or electricity are needed 
to do the job. National Key Co. 


For more data circle No. 68 on postcard, p. 103 


Foolproof burglar alarm 


Dealers who want hidden, fool- 
proof protection for their stores 
and valuables will be interested in 
the compact, low cost Mark 16 
burglar alarm. This nine pound de- 
vice rings alarms, sets off lights, 
trips a camera shutter electroni- 
eally when intruders get in its 
range. No tapes or wires need be 
cut or electric eye beams broken 
to trip this proximity-principle de- 
vice. It is also a resale item for 











consumers, for it guards homes 
and nurseries. Uses for this versa- 
tile policeman are virtually endless. 
A companion item to the Mark 16 
is called the Adverteaser. This unit 
activates ad displays and other 
merchandising devices. American 
Research Products. 


For more data circle No. 69 on postcard, p. 103 


Merchandise holder catalog 


Hardware for % and \% in. per- 
forated panels is described in this 
well - illustrated, 12-page catalog. 
Space-Klips hardware is also shown 
for shelves. Many in-use applica- 
tions and techniques in department 
organization are shown in this free 
catalog. New diamonds clips for 
diamond perforated metal panels 
are included. Reflector - Hardware 
Corp. 

For more data circle No. 70 on postcard, p. 103 
(Resume reading on page 17) 
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Model R/-218 
Threewheel 
Model SP-R1-247 


‘\ \ ry Le Self Propelled 24” 
— Recoil Starter 












Model R2 Mode! D3-18 Wes 
18” & 21” ie” 
Fourwheel 
Model 03-20 rg 5 
20” 


© Priced to Zoom Your Profits @ Liberal Dealer Disceunt. Riding Rotary 
@ Complete, Streamlined Family — @ Griggs & Ry Clinton, Engines Model RR-248 
@ Rugged, but Smooth Handling rceful Ads Spell Fast Turnover oce 


24” 
See your jobber or write us today for catalogue, prices, complete information. 


SOUTHLAND MOWER COMPANY _. 
SELMA, ALABAMA @ Unconditional lifetime guarantee on cast-aluminum mower 


bases—Al! deluxe rotary mowers equipped with our new Stand- 


THE GRASS IS ALWAYS GREENER IN A DIXIE Yarn, ee Sas 


A mower for every lawn, a price for every purse. 








once you've used SECURITY you'll never be without it! 







SEE OUR SENSA- 

















» MODEL SLG6OO* 


Low cost security she KL-999* 
gy tg c STREAMLINER TIONAL HEAVY 


truly advanced 2: Universal Key Lock. 


construction, oper- =; The only lock with the exclu 


ation and styling 2: sive “finger-tip” controll 


DUTY JALOUSIE 


that many higher- =: Highest quality at low + gf 


7 5 6 8 


priced locks can’t 2 Fits all stiles from 1¥%” 1 


matchi sas: 2Y_” wide. Fits all doors ine 
# to 1%” thick. 


“s+ e 
“te. 


THE HIP SHOW 
ILLUSTRATED CATALOG BN se BOOTH 143 and 144 


AMERICA’S LEADING MANUFACTURERS OF STORM AND SCREEN DOOR HARDWARE! 


i = oe © a ee 


TAKING the TRADE by STORM...a COMPLETE 
STORM DOOR SET in ONE TIME SAVING PACKAGE 















@ 1 PERFECT POWER CONTROL @ 4 SELF LUBRICATED 
@ 2 STRONG, SMOOTH OPERATION @ S TEN YEAR GUARANTEE 
@ 3 FINGERTIP STOP CONTROL @ © AVAILABLE WIHOUT 


CHAIN PROTECTOR DL} 


nee ng 





MODEL DL1* 


SECURITY Ime perial 
STORM & SCREEN DOOR CLOSER & PROTECTOR 


STORM E£Oee AND HAROWARE CORP., BROOKLYN 16. N.Y. 
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GARROWAY 
BRINGS OSROW 
INTO MILLIONS 

OF HOMES 


BIG 16-WEEK TV CAMPAIGN FOR 
WHIRL-A-WAY AND TWIN SWEEP 
LAUNCHED ON NBC-TV’s NETWORK 
SHOW “TODAY” 
It’s part of Osrow’s gigantic 
promotion push for Whirl-A-Way 
and Twin Sweep. Starting March 
7th, Dave Garroway joins Osrow’s 
great sales staff. Dave will be 
visiting the homes of millions of 
customers to demonstrate Osrow’s 
sensational fast-selling products. 
He’ll be aided by hard-hitting 
impact in LIFE, Good 
Housekeeping, House Beautiful, 
Better Homes, and Sunset. To top 
it off, Osrow gives you complete 
merchandising kits crammed 
full with in-store displays — 
colorful, eye-catching 
banners, streamers, posters! 
Get details at the National ===> 
Housewares Show, F varexoet by» 
Good Housekeeping 
Booth C 517-521 Navy Pier sere sanie® 


OSROW PRODUCTS CO., INC. 

















OSROW’S NEW 
TELESCOPE WHIRL-A-WAY 
Car and Home Washer 
Exclusive Tele-Lok® handle 
telescopes to extend your reach — 
locks instantly at any desired 
length from two to four feet. 
100% horsehair head rotates at 
1500 rpm. Patented Hydraulic 
Sudser. Fair Traded at $6.95 





NEWEST BROOM IDEA 
IN 20 YEARS! 
OSROW’S TWIN SWEEP 
Converts in seconds to indoor 
broom, outdoor broom, wet mop, 
dry mop! Compact, self-selling 
Twin Sweep rack gives you a 
complete brush and mop department 
in only 20 inches of floor space! 
Twin Sweep units start at $2.49 


© 1958 Osrow Products Co., Inc, 

















How's the Hardware Business? 





industrial wholesalers 
seek manufacturers’ aid 


The Joint Industry Committee 
of the National and Southern In- 
dustrial Distributors’ Assns. is re- 
porting to members of the Ameri- 
can Supply & Machinery Mfrs. 
Assn. on ways to improve manu- 
facturer-wholesaler relationships. 

One proposal calls for manufac- 
turers to indicate on price lists 
when prices have been changed. It 
is suggested that they do this with 
an arrow. The arrow would point 
upward when prices are raised; 
downward when they have been 
lowered. 

Other proposals include the fol- 
lowing: 

When manufacturers issue new 
discount sheets or resale schedules, 
they should issue return cards. 
Wholesalers can indicate that they 
have received the notice. Also, 
manufacturers know who has re- 
ceived the notices and can keep 
their mailing lists up-to-date. 

Manufacturers who supply all 
price information on a net basis, 
without the use of list and dis- 
count, should show the gross mar- 
gin percentage wholesalers. will 
receive when prices are revised. 
Changes in wholesaler margins 
should be clearly indicated. 

Manufacturers should make their 
quotations to wholesalers on a de- 
livered basis. When this can’t be 
done, manufacturers should prepay 
the delivery charges and show this 
on the invoice. This way the whole- 
saler can determine the total cost 
from the invoice rather than have 
to wait for a separate invoice for 
the delivery charges. 


November retail sales 
climb to $17.2 billion 


Retailers sold $17.2 billion worth 
of goods in November, the Com- 
merce Dept. reports. 

This is an increase of nearly 5 
percent over November, 1956, when 
retail store sales totaled $16.4 bil- 
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lion. The total is also up from the 
$16.9 billion reported in October. 

Sales in the hardware, lumber, 
building and farm equipment retail 
group totaled $1.13 billion. This 
compares with sales of $1.10 billion 
last November and $1.2 billion in 
October. 


Sales fell in November 
for Sears’ and Ward's 


Sears, Roebuck & Co. and Mont- 
gomery Ward & Co. report sales 
in November were under last year’s 
figures. 

Sears’ drop was 4.9 percent. It 
was the first month since April 
1956 that sales failed to pass the 
year-before figures. 

Ward’s sales were off .5 percent. 
It was the second time in 1957 that 
its sales slipped behind the preced- 
ing year’s volume. 








7 wholesalers offering 
mid-winter sales kit 


A Mid-Winter Sales Days Kit for 
dealer use has been prepared by 
Cosgrave & Associates, Larchmont, 
Ne 3. 

Seven wholesalers are distribut- 
ing the kit. 

The kit consists of a 4-page, 4- 
color circular, a store trim kit and 
a choice of newspaper mats. 


Featured are 24 items from the 
housewares, cleaning and laundry, 
tool, fix-up, and paint departments. 


Wholesalers distributing the kit 
include M. S. Young & Co., Allen- 
town, Pa.; P. A. & S. Small Co., 
Inc., York, Pa.; Rose, Kimball & 
Baxter, Inc., Elmira, N. Y.; May 
Hardware Co., Washington, D. C.; 
W. A. L. Thompson Hardware Co., 
Topeka, Kan.; Buhl Sons Co., De- 


Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 





Manufacturers announce 
several price changes 


Price increases on a number of 
items have been announced by 
manufacturers. 

General Electric Co. has raised 
retail prices $1 to $2 on its steam 
irons, portable mixer, automatic 
sandwich grill and waffle baker, 
automatic sauce pans and family- 
size automatic skillet. 

Westinghouse Electric Corp. has 
raised retail prices $1 to $5 on 
its roaster oven, roaster cabinet, 
roaster timer clock, deluxe auto- 
matic fry-pan, grille and waffler 
and table stove. . 

McKee Div., Thatcher Glass 
Mfg. Co., Inc., Jeannette, Pa., has 
raised prices on some of its 
Glasbake ovenware and giftware 
products. 


New Skillman catalog 


Skillman Hardware Mfg. Co., 
Trenton, N. J., has published a new 
8-page catalog of builders’ hard- 
ware for wholesalers. The catalog 
is printed so that it may be in- 
serted by wholesalers in their own 
catalogs. 
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troit, and Totem Wholesale Hard- 
ware Co., Seattle. 
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OF PROFIT! - 
Og | ; 


When you X-hibit 
ROGERS GLUE 
You have X-clusive 
coverage of the hobby 
trade 


‘ 
© tg24 
¢. And make X-tra PROFIT! 


“Glueky” tells home craftsmen that ONLY 
YOU SELL ROGERS .. . the best liquid fish 
glue. National advertising in Do-It-Yourself 
publications informs customers and pros- 
pects that their Local Store can supply them 

























\ with Rogers Glue. They know, too, that 

\ Rogers Glue is always easy to spread... 

“Glueky”\ (' ready to use. Just a little does a lot, because 
Rogers Glue is laboratory-controlled for 

clarity — uniformity — superior strength. Do-It-Yourself 
fans will come to you — and only to you — for Rogers 


Glue, to complete their favorite projects. Be sure you 
have enough on hand to meet the demand... and make 
extra profits on tie-in sales. Order Rogers Glue from your 
jobber right away. If he can’t supply you, write us 





immediately. 
= \ 
Shearing Strength Ne A bnjes? Glut - Cab fOU0H, § * 







GLOUCESTER, MASS. , 


per Square Inch. 





it’s a HELLERI 








3 a! re 
Mig Piero, 
wang 
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FOR THOSE FAS7 IMPULSE SALES / 


The big, new Heller Flexible View dis- 
play fixtures incorporate style, grace 
me beauty into a practical display that 
can be profitable to you. Your mer- 
chandise is always at proper, conveni- 
ent level, attractively displayed where 
customers can see and buy... more! 

Available in an amazing range of en- 
gineered sizes to match every need, 
Heller fixtures have the dollar-saving 
conveniences you can’t afford to miss. 


Write for Catalog JA—today! 


Quick Assembiy 
Easy Arrangements @ 


Great Strength— Heavy 
Duty Construction @ 


Larger Display Areas 
—CompleteAdjustability @ 


New Stylized Design 
—Mar Resistant Finishes @ 


Handles all types 
of Merchandise 
— Greater Capacities @ 


More Display for 
your fixture dollar @ 





Montpelier, 
Ohio 


: 






Displayed at 
National Housewares Show 

















GERING 











w.c. teller & co. 
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GERING PRODUCTS, INC., Kenilworth, N.J. 
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GARDEN jem 
SPRINKLER 


TURBINE ACTION - 
newest principle in lawn sprinklersE 

COLORFAST PLASTIC with 
ALUMINUM spike,the rugged ff | e a 
WHIRLING DERVISH can be ; 
left out inany weather.Sprays : 
up to 2,500 SQ. FT. with an ‘ s 
ADJUSTABILUTY thatis com- 
parable to the highest priced 
sprinklers. A simple twist 
produces a FINE MIST ora 
HEAVY RAIN, an extremely 
important feature. It can be 
controlled to prevent spraying 
house walls or ruining a new 
lawn.The EASILY CLEANED 
WHIRLING DERVISH cannot 
be affected by iron or chemi- 


‘ 
Made in U.S.A 
cals found in many waters ! ot. Pend. * TM Reg 

















P 
COMET METAL PRODUCTS CO., INC. 
91-13 1 ; N.Y. 





@ 
nN JUTE 


GREE 
* GARDEN TWINE 


4 
& 


You'll sell a lot more Green Jute 
Garden Twine if it’s displayed in 
the handy KING COTTON SNAP 
SACK*. Perfect for display, easy to 
get at, easy to stock, easy to sell. 
In Ve lb. balls. Ask your jobber for 
KING COTTON in the SNAP SACK. 


EOP CORDAGE 


105 DUANE STREET, NEW YORK 8, N. Y. 
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You can double sales 
by tagging merchandise 


You can double your sales in a 
self selection hardware store 
through proper tagging of merchan- 
dise at the point of purchase. 

That’s what a recent 5-year study 
of tagged vs. untagged merchandise 
in hardware stores shows. The 
study was conducted for the Tag 
Mfrs. Institute, New York. 

The study shows that tagged 
hammers outsold untagged ham- 
mers by 5 to 1. Tagged electrical 
toasters did eight times better than 
untagged units. So did egg beaters. 

Some of other sales ratios of 
tagged vs. untagged goods were: 
screw drivers, 2 to 1; rakes, 3 to 2: 
brooms, 6 to 5; can openers, 7 to 3: 
strainers, 2 to 1; mops, 4 to 1; 
lamps, 31% to 1; work gloves, 3 to 1. 

Tagged large electrical equip- 
ment, such as refrigerators and 
woodworking tools, outsold un- 
tagged items by 2 to 1. Smaller 
electrical equipment, such as irons, 
fans, mixers, had a 3% to 1 tagged 
vs. untagged sales ratio. 

However, just putting a tag on 
merchandise will not necessarily in- 
crease its sales, the study found. 

The size of the tag, its shape, 
color, type faces and paper all have 
an effect. The tag must have the 
right combination of these in order 
to be effective. 

Tests of tagged vs. untagged mer- 


| chandise were conducted for 4-week 
| periods over several years in the 


same stores. All sales were checked 
Untagged merchandise 
was the first to confront the shop- 
per. Tagged merchandise followed. 
Tagged and untagged merchandise 
were identical products and were 
priced the same. 


_Number of jobholders 
shrinks in November 


Unemployment in November 
reached its highest level since 1949. 
That’s what the Commerce and 


| Labor Depts. report. 


In the middle of November 3.2 
million persons were looking for 
work. 


At the same time 64.9 million 


persons were holding jobs. This was 


the smallest number of jobholders 
since April, 1956. 
The government said these con- 


ditions were the result of larger 
than usual seasonal layoffs and 
more people unsuccessfully seeking 
Christmas jobs. 

The average work week totaled 
39.2 hours in November, the lowest 
level for the month since 1949. De- 
spite the shorter hours, average 
weekly earnings held nearly steady 
at $82.32. 


Department store sales 
drop in week of Dec. 7 

Sales by the nation’s department 
store sales in the week ended Dec. 
7 were 5 percent below last year’s 
figures, the Federal Reserve Board 
reports. 

Since the beginning of the year, 
department store dollar volume is 
even with last year. 

Here is a breakdown of depart- 
ment store sales by Federal Re- 
serve districts: 

Four wks. Jan. 1 
Federal Reserve One Week Ending Ending to 
District ay Nov. 30 Dec. 7 Dec. 7 
Boston - ] —21 — 7 : 
New York .. — 4 — 22 — § + 
Philadelphia .. 


Cleveland . ee 
Richmond ...... 


— 


* * 
| 
_ — 


| 


Minneapolis 
Kansas City 
Dallas 
San Francisco 
}. 8. Total .. 
* Revised. 


i | 
| 


i 
' 
pet eet peed pt et SD SD rorotet 


* 


OO SOO eK CODWh nwt 
x * 
Sonor Rr RR re hmor! 


SRARaAGErE 


Ideal Toy Corp. to make 
housewares, tablewares 


Ideal Toy Corp., New York, has 
gone into the houseware and table- 
ware business. 

Starting next month, a subsidi- 
ary company, Idealware, Inc., will 
manufacture housewares and table- 
wares molded of Fortiflex, a new 
plastic that combines rigidity, 
toughness and the ability to with- 
stand heat. 

The new 
Idealware. 


lines will be called 


Chance for free credit 
rating coming your way 


You have a chance to get a free 
credit rating within the next few 
weeks. 

It’s coming your way in the mail 
in the form of a request from Dun 
& Bradstreet, Inc., for your year- 
end statement. 

Dun & Bradstreet will use the 
information from your statement 
to figure out your credit rating. 
The service costs you nothing. 


HARDWARE AGE, JANUARY 2, 1958 











Royal Famify of Troy Tables 
KING-SIZE 


BLACK MODERN 
FLORENTINE BRASS 


ROLL-A-TRAY SETS * HOSTESS CARTS * TRAY TABLES 


CAL-DAK QUALITY FEATURES 







Genuine 


OF NEI BY‘ 46 


for quality 















Exclusive Cal-Dak shape” with ® Plastic-tipped “non-skid” 

graceful, curved rim, shallow lip, table legs, curved for eye appeci, 
holds more, cleans easily. set firmly ‘‘straight down" on floor. 
20%” x 16” tray holds %” electrically welded tubular 

a full meal. steel frames. Baked enamel finish 
for lasting protection. 

Roll-A-Tray rack has 

full-swivel wheels, rolls easily 


Exclusive Cal-Dak patterns, 
smartly styled, attractive designs. 
Stain and alcohol resistant ‘ : 
ay at fingertip pressure. 
tray top preci : All items fold for storage. 
— plastic tray clips Hostess Carts . . . 32” high; 
hold firm .. . won't scratch. removable trays. Full-swivel 3” 
Pe TEM NO. 654-471 wenn ey eee 25” high tray tables fit rubber casters. Hinged supports, 
WHALER DU BARRY comfortably over knees. tubular cross braces. 


*Design Pat. applied for 
1 Cart to cin., 9% Ibs. 1 Cart to ctn., 9, Ibs. Design oppli 
Hostess Cart... $9.95 ' Hostess Cart... $9.95! NATIONALLY ADVERTISED ® PROMOTION AIDS — Mats, Glossies, Electros 


THREE FACTORIES : LITTLE ROCK, ARK. « LANCASTER, PA. « COLTON, CALIF. 
tRetail Fair Trade Price All prices subiect to change 


ITEM NO. 45-472 
“DU BARRY" 


1 Set te ctn., 19 Ibs. 
Rol!-A-Tray Set (5 pes.) ... $17.95" 


1 Set to cin., 19 Ibs. 
Roll-A-Tray Set (5 pcs.) .. . $21.95 ' 





ices Royal Family of Tray Tables 
‘era Dy-yV.@ QUEEN-SIZE 


for quality BLACK MODERN 
VENETIAN BRONZE 
FLORENTINE BRASS 


TRAY TABLES « TRAY TABLE SETS 


CAL-DAK QUALITY FEATURES 


Exclusive Cal-Dak shape* with @ Durable, plastic tray clips 
graceful, curved rim, shallow lip, hold firm . 


holds more, cleans easily. 24” high tables fit over knees. 


184%" x 13%” tray holds meal Plastic-tipped ‘‘non-skid"’ legs 
or party snack. won't slip, stand firmly on floor. 


Exclusive Cal-Dak patterns, Y,” electrically welded tubular 
smartly styled, attractive designs. steel frames. Baked enamel finish 


: : for lasti ion. 
Stain and alcohol resistant or tasting profechon 


tray top finish. ® All items fold for storage. 
*Design Pat. applied for 
NATIONALLY ADVERTISED @ PROMOTION AIDS — Mats, Glossies, Electros 
THREE FACTORIES: LITTLE ROCK, ARK. « LANCASTER, PA. « COLTON, CALIF. 
tRetail Fair Trade Price All prices subject to change 


Tray Table Set (5 pes.) ... 


ITEM NO. 42-110 
“NASSAU” 


ITEM NO. 42-120 
“COUNTRY AUCTION” 


Set to ctn., 12 Ibs. 1 Set to ctn., 12 Ibs. 
Tray Table Set (4 pes.) ... $9.95" Tray Table Set (4 pes.) ... $9.95 


ITEM NO. 44-122 
1 Set to cin., 13 Ibs. 
Tray Table Set (5 pes.) .. . $11.95" 


ITEM NO. 47-331 
‘“FLORENTINE”’ 
1 Set to ctn., 13 Ibs. 
Tray Table Set (5 pes.) .. . $13.95! 


ITEM NO. 440-122 
“ASTRA” 

2 Tray Tables to ctn., 6 Ibs. 
Tray Table... $2.95! 


ITEM NO. 470-331 
“FLORENTINE” 
2 Tray Tables to ctn., 6 Ibs. 
Tray Table... $3.45! 


















Are you selling Toilet Seats just 
to turn over merchandise and 
trade dollars? Or do you want to 
sell a Seat on which you can make 
real profit? 


If you want profit, inquire about 
the new PURITAN Imperial 700! 


AA-6739 


Retail 


Cleveland 13, Ohio 




















Only 
DURO 
The Original 


PLASTIC 
ALUMINUM 


is in the 
award winning 


SHOW-PAK 
WOODHILL CHEMICAL CO. 
1391 E. 34th St. 
Cleveland, 0. 




















WHAT’S NEW? 


Turn to pages 103-104 of this 
issue. The Quick Check Card 
properly filled out will bring you 
quickly the details on new prod- 
ucts that interest you. 


IT’S QUICK—IT’S FREE 

















CAR TOP CARRIERS 


For boats, skis, to- 
boggans, luggage 
boxes, etc. Highest 
in quality, conveni- 
My, ence, service. Nation- 


et ally advertised. 
Bo Ka ( | ) For details, write 


omen \FFC) aus Box HA-1-2 


“. 


WESBAR STAMPING CORP. West Bend, Wis. 


WESBAR 
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Promotions 


Manufacturers’ New 
Merchandising Plans 


Quickie Mfg. is running 
special mop promotion 








Quickie Mfg. Corp., Philadelphia, | 
will promote sales of its No. 41 self- | 
sponge | 


wringing handle - squeeze 
mop with a price special through 
March 1. 


Retail price of the mop will be | 


reduced from $3.95 to $2.95 during 
the promotion. 

The mop is especially packaged 
for the promotion. It features a 
colorful wrapper on the mop head 
and a large hand-tag on the handle 
to spur impulse buying. 


Horrocks-Ibbotson Co. 
is sponsoring contest 


Horrocks - Ibbotson Co., Utica, 
N. Y., is sponsoring a contest to 
draw store traffic from sportsmen. 


Contestants must go to dealers’ | — 


stores to pick up an entry blank. 
On the blank they will have to an- 
swer questions about water con- 
servation. Then they mail the blank 
to Horrocks-Ibbotson. 


The contest closes April 30. 


include a boat, motor, 
tackle outfits and 


Prizes 
boat trailer, 
spin reels. 


Government to auction 
off Chinese hog bristle 


The government is releasing an- 
other 500,000 Ib of Chinese hog 
bristles from the national stockpile. 

The bristles will be sold at auc- 
tion in New York by the General 
Services Administration late this 
month. 

This is the first time the bristles 
will be sold at auction. Four previ- 
ous sales were by solicited bids. 


Types and sizes of lots to be of- 
fered are listed in a catalog avail- 
able by writing to Stanley Hanes, 
Defense Materials Service, General 
Services Administration, Washing- 
ton 25, D. C. 








BUILT-IN WALL CLOCKS 
By HOWARD MILLER 


ONE OF THE HOTTEST ITEMS TODAY —-the new, 
modern clock idea that has become the 
smartest trend in home accessories. Simple 
instructions for easy wail installation. Self- 
starting electric synchronous movement. 
Display this popular built-in line for quick 
sales, — and remember it's the name that 
counts. 
From 


$]] -95 








Write.to 
Built-In Division 


HOWARD MILLER CLOCK CO. 
Zeeland 1, Michigan 

















ALWAYS 


We always did, and always will, di- 


rect customers—millions of them—to 
hardware stores — your hardware 
Store, for their Water Master needs. 


Your customers ask for Water Mas- 
ters. It pays to carry them. For a 
small investment you can enjoy 
these smooth, easy sales, the year 


‘round. 


GET THE 
GENUINE 


WATER 
MASTER 


The Hardware Man's 


TOILET TANK BALL 
America’s Largest Seller 








T. T. COVEY recently 
retired as a_ traveling 
salesman for Huey & @ 
Philp Co., Dallas whole- ~ 
saler. He had been a trav- — 
eling salesman for Texas 
hardware wholesalers for 
more than 53 years. He 
began his business career 
in 1903 with Lowe Carter 
Hardware & Implement 
Co., Weatherford, and be- 
came an outside salesman 
for binders and other im- 
plements. He was appointed a hardware salesman 
in 1904. In 1907 he joined Belknap Hardware & 
Mfg. Co., Louisville, and worked out of Abilene, 
Tex. In 1911 he joined McLendon Hardware Co., 
Waco, wholesaler, and continued as a traveling 
salesman until 1942. He traveled for the next 
two years for the Waco branch of San Antonio 
Machine & Supply Co., wholesaler. For 13 years 
he traveled for Huey & Philp. He is a Shriner 
and has gone through both the York and Scottish 
rites of Masonry. He is a past president of the 
Waco Boosters. 


WHAT IS IT? 
Cartoon ads like this, appearing 
regularly in regional farm papers, are eS 





catching the attention of your prospects. 











Ask your 
jobber for these 
Bethlehem Steel 








a “i 


STEEL = 
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MORRIS DWORETZ, 
treasurer and general man- _ 
ager Worth Hardware Co., 
New York City, whole- 
saler, became a hardware- 
man on May 4, 1907. He 
started with John UH. 
Graham & Co., New York 
City manufacturers agents 
as an office boy, later had 
charge of their stock rooms 
for both domestic and ex- 
port departments. From 
1914 to 1918 he traveled 
the metropolitan New York area as a salesman. 
From June, 1918, through January, 1919, he worked 
for Sickels-Loder, Inc., New York hardware whole- 
saler. For the next two years he was with Fanport 
Hardware Corp., New York City. In 1921 he joined 
his brother Max and his father in Worth Hardware 
Co. He is an active Mason, member of the Hard- 
ware Square Club, the Hardware Boosters and 
Hardware Lodge, B’nai B’rith. Gardening and 
reading are his hobbies. 








LAWRENCE J. HORAN 
has been assistant secre- 
of Wabash Screen Door 
Co., Chicago, since 1945. 
He joined the company on 
Sept. 12, 1907, as an office 
boy. Later he was named 
chief clerk in the order 
and invoice department. 
During World War I he 
served overseas in the 
82nd Division. He returned 
to Wabash in 1919. During 
his 31 years in the com- 
pany’s sales department he traveled 23 states. His 
hobbies are flower and vegetable gardening. He is 
a member of the American Legion, Veterans of 
Foreign Wars, a Fourth Degree member of the 
Knights of Columbus, and belongs to the Old 
Guard. He is also active in Boy Scout and Com- 
munity Chest work. 
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DUNNO! BUT I PUT 

BETHLEHEM FENCE 

\ AROUND IT TILL 
7 I FIND OUT! 
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STEEL FENCE POSTS 


BARBED WIRE 








BH 
BOLTS 


AUTOMATIC 
BALING WIRE 
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New Housewares Survey Shows Sales, Profit, 


And Turnover In Good Shape In Retail Stores 


The housewares business is 
a good business. That’s the 
overall conclusion drawn 
from the National House- 
wares Manufacturers Assn. 
survey No. 4, recently com- 
pleted. 

This survey’s purpose was 
to take the pulse of the re- 
tail housewares market. 

Here are some of the high- 
lights of the questionnaire 
completed by some _ 1150 
housewares buying firms: 

(1) “What is your current 
average margin of profit?” 

A 35 to 44 percent margin 
of profit was reported by 37 
percent of survey respon- 
dents. Another 16 percent of 
replies said 30 to 34 percent 
margin was par. Fewer than 
one-third of the replies 
quoted margins at under 30 
percent on the average. 

(2) “What is your annual 
turnover rate?” 

Turnover generally is ex- 
cellent, with 30 percent of 
those surveyed claiming four 
to five stock turns a year. 
Another 27 percent of buy- 
ing firms said three to four 
turns was average, and five 
to seven turns were admitted 
by 22 percent of those who 
answered queries. Less than 
10 percent of all firms had 
under three turns a year. 

(3) “Are your customers 
willing to pay a ‘premium’ 
for services?” 

Almost half, 45 percent, of 
respondents said yes to this 
question. 

(4) “How is your gross 
housewares business to date 
(December, 1957) ?” 

Thirty-nine percent of 
firms answering said busi- 
ness was better. 

About 36 percent of total] 
firms said gross sales were 
about the same. One-quarter 
of the total replies said busi- 
ness had fallen below 1956. 

(5) “How about 1958 
sales?” 
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Predictions are optimistic, 
with 53 percent of the total 
surveyed expecting a sales 
increase. Only 10 percent 
felt business would decline. 

(6) “How do you feel 
about manufacturers sug- 
gesting retail prices?” 

A whopping 83 percent of 
survey replies are in favor 
of manufacturers suggesting 
retail price structures. 

Other questions and an- 
swers showed that most 
housewares buyers (65 per- 
cent) think margins of profit 
will be the same through this 
year as last year, and that 
housewares’ quality and pric- 
ing is “about right.” 

Some manufacturers were 
also surveyed about costs 
and sales predictions. 

This group, generally, re- 
plied that business was bet- 
ter in 1957 than 1956; that 
while there were spotty price 
increases on the dealer level 
in 1957, costs skyrocketed; 
and that housewares sales 
will continue big steps for- 
ward this year. 


Clyde W. Hull Named 
By Richards & Conover 


Clyde W. Hull has been 
appointed operations man- 
ager for the Kansas City 
Division of Richards & Con- 
over Hardware Co. 

Mr. Hull has been in man- 
agement consultant work 
and was previously general 
manager of Fluor Products 
Co., Paola, Kan. 


Texas Show Merger 


The Texas Hardware and 
Implement Association has 
agreed to merge the South- 
west Housewares-Hardware 
and Recreational Market 
with its annual trade show. 
Trade shows will be held in 
the Dallas Memorial Audi- 
torium. The 1958 Show opens 
Jan. 19. 


Ellsworth Succeeds 
Fuller At Stanley 


Elmer W. Elisworth has 
been named sales manager of 





a 


ELMER W. ELLSWORTH 


Stanley Electric Tools Div., 
Stanley Works, New Britain, 
Conn., to succeed Fred QO. 
Fuller who retired yester- 
day, Jan. 1. 

Mr. Ellsworth, former as- 
sistant sales manager, joined 
Stanley Electric Tools as a 
sales trainee in 1929 when 
the firm was first organized. 
In 1950 he became assistant 
sales manager. He is a mem- 





FRED O. FULLER 


ber of the American Man- 
agement Assn., Texas Hard- 
ware Boosters Club and 
Southern Hardware _ Golf 
Assn. 

Mr. Fuller joined’ the 
Stanley Works purchasing 
department in 1918. In 1929 
he became an officer and 
manager of the newly ac- 
quired R. L. Carter Co. He 
later became sales manager 
of the Stanley-Carter Div. 
which became part of the 
Electric Tools Div. He be- 
came sales manager of this 
division in 1950. 





DEALER BRIEFS: 


Schuham The Hardware Man Opens His Doors 
In Chicago Suburbs; Iowa Store Sells Gas 


Glen Ellyn, Ill. — Ken 
Schuham of Chicago has 
opened a new hardware store 
called Schuham the Hard- 
ware Man at 479 Roosevelt 
Rd. Mr. Schuham, a vet- 
eran of 33 years in the busi- 
ness, also owns Schuham 
Hardware Co. and Schuham 
Builders’ Supply, both of 
Chicago. Harry J. Smith of 
Elmhurst is manager of the 
Glen Ellyn store. 


Montpelier, Ohio—Rothen- 
berger & Sons hardware 
store, 322 W. Main St., has 
been purchased by Al Cobb 
of Clauson, Mich. Mr. Cobb 
formerly was_ associated 
with L & G Hardware Co. 
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in Clauson. The Rothen- 
berger store was purchased 
by A. P. Rothenberger in 
1888 who operated it until 
his death this year. 


Sidney, Iowa—Taylor 
Hardware has purchased a 
2,000 gal. bulk propane gas 
delivery truck. The firm will 
now supply gas in bulk to 


farmers who require large 
quantities. 
Jackson, Tenn. — Frank- 


land’s Department Store 
combined a grand opening 
celebration with its 57th An- 
niversary sale on Oct. 14. 
The grand opening was held 


(Continued on page 144) 
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Fayette R. Plumb, Inc. 
Elects Top Officers 


Fayette R. Plumb, 
Philadelphia 


Inc., 
manufacturer 





FRANK P. GREEN 
of hand 


tools, re- 
election of 


striking 
cently held an 
officers. 

Frank P. Green, vice- 
president, was elected exec- 
utive vice-president. 

Charles L. Schlipf was 
elected secretary. He is also 
treasurer of the firm and 
will continue to serve in 
that office. 

George R. Peck, export 
manager, was elected to the 
board of directors. 


Hackney, Sales Manager 
For Peaslee-Gaulbert 


H. A. Hackney has been 
appointed sales manager for 


the southwestern division of 
Peaslee-Gaulbert Corp., Dal- 
las, wholesaler. 

Mr. Hackney, former 
Texas district sales manager 
for Hibbard, Spencer, Bart- 
lett & Co., Evanston, IIL, 
has been in the hardware 
business for 30 years. His 
early years were spent in re- 
tail activities and the past 
22 years have been in 
wholesale sales with Hib- 
bard’s. 


First Wholesaler In 
History For Goldblatt 


Worth Hardware Co., New 
York City, has been ap- 
pointed by Goldblatt Tool 
Co., Kansas City, to distrib- 
ute its lines in the Metro- 
politan Baltimore, New York 
and Philadelphia areas plus 
New Jersey and _ southern 
New England. 

This is the first whole- 
saler ever appointed by 
Goldblatt Tool in its 73 year 
history. 


F. B. Winn Of O. Ames 


F. Bliss Winn, vice-presi- 
dent of sales of O. Ames Co., 
Parkersburg, W. Va., has 
been elected a director of the 
company by the stockholders 
of the parent McDonough 
Co. 





Store In Texas Among 25 New Stores Opened 
Daring Last Year By Coast-To-Coast Chain 


Twenty-five new Coast-to- 
Coast stores were opened in 
1957, including one in Du- 
mas, Texas. There are now 
622 Coast-to-Coast stores lo- 
cated in 18 states. 

The Texas store, owned by 
Carl and Clarence Reynolds, 
was opened in September. 

Locations of the new stores 
opened in 1957 are: Cody, 
Wyo.; Atchison, Chanute 
and Hiawatha, Kan.; Dumas, 
Texas; Fond Du Lac and 
Jefferson, Wis.; Ishpeming, 


Mich. ; Chillicothe, Mo.; 
Froid, Scobey and Laurel, 
Mont.; Clark, S. D.; Minot 
and Watford City, N. D.; 
Sioux City, Iowa; Auburn, 
Bellingham, Bremerton, 
Sedro Woolley and Wenat- 
chee, Wash.; Medford, Ore.: 
Delano, Forest Lake and St. 
Paul (Highland Village) 
Minn. 

Coast-to-Coast is a volun- 
tary hardware chain with 
headquarters .at 7500 Ex- 
celsior Blvd., Minneapolis. 
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George W. Welles, Jr., Elected To Head The 
New Marshall Wells-Kelley How Thomson Co. 


George W. Welles, Jr., has 
been elected president and 
general manager of the new- 
ly formed Marshall Wells- 
Kelley How Thomson Co., 
Duluth, Minn., wholesaler. 

Announcement was made 
by G. V. Mead, president of 
Marshall-Wells following the 
consolidation of the Duluth 





GEORGE W. WELLES, JR. 


branch of Marshall-Wells 
with Kelley - How - Thomson 
(See HA Dec. 5, p. 102). 
Mr. Welles has named top 
management executives for 
the organization. They are: 
F. R. Boxrude, vice- 
president and general sales 


ttn a IE OO agp 


Relax In Comfort At 
HA's Booth At Show 


Your housewares 
show visit, Jan. 16-23, at 
Chicago, will be more 
pleasant if you take 
time to visit the HARD- 
WARE AGE staff at booth 
No. 769, Navy Pier. 

The HA booth serves 
as your message center, 
information desk, and 
lounge. Use our tele- 
phone, coat rack and 
other facilities for your 
comfort. 

Remember, booth No. 
769 is at your disposal. 
We'll welcome your visit. 


Rg Gg Qa 


manager. H. J. Parsinen, 
sales manager of Marshall- 
Wells stores. A. A. Hepo- 
koski, industrial sales man- 
ager. 

K. R. Kruchten, merchan- 
dise manager. Carl Gold, 
treasurer and office man- 
ager. Oscar Bergholm, 
warehouse manager. 

(Continued on page 148) 


Top Executives Named 
As Thor Tool Expands 


Thor Power Tool Co., 
Chicago, in an expansion of 
its sales operations, has 


made several appointments. 

William J. McGraw has 
been named to the newly 
created post as general sales 
manager and will manage 
all Thor tool divisions. Mr. 
McGraw, who has been man- 
ager of electric tool sales 
since last July, joined Thor 
in 1946. 

Clarence B. Bergren, Mil- 
waukee branch manager, has 
been named manager of 
Thor electric and SpeedTool 





WILLIAM J. McGRAW 


sales. He joined the firm in 
1946. 

Other appointments are 
Walter G. Mitchell, general 
manager of product develop- 
ment, and Milton E. Slater, 
sales manager of the farm 
and ranch division. Both are 
newly created posts. 
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DEALER BRIEFS: 
(Continued from page 142) 


to announce that Frank- 
land’s has joined the Keen 
Kutter Stores group of 
Shapleigh Hardware Co., St. 
Louis, Mo. wholesaler. The 
57 year old Jackson store 
employs 40 people. 





Seal Of Quality By 
Pipe Nipple Makers 


The National Assn. of Pipe 
Nipple Manufacturers, Inc. 
has inaugurated a Seal of 
Quality program to identify 
suppliers of guaranteed, first 
quality steel pipe nipples. 

Steel pipe nipples are used 
primarily for carrying air, 
gas and liquids under various 
pressures in piping installa- 
tions that require steel pipe 
which meets ASTM specifica- 
tions. This new program will 
insure that the nipples will 
also meet these specifications. 

Manuacturers entitled to 
have this seal on their prod- 
ucts and literature have filed 
a signed affidavit with the 
association stating that their 
pipe nipples meet Commer- 


cial Standard CS5-46, of the 
National Bureau of Stand- 
ards. U. S. Department of 
Commerce, and made in ac- 
cordance with ASTM specifi- 
cations. 


R. E. Lehman Elected 
Aircapitol President 


R. E. Lehman has been 
elected president of Aircapi- 
tol Manufacturers, Inc., 
power lawn mower manufac- 
turer of Wichita, Kansas. 

He succeeds T. Bowring 
Woodbury who has _ been 
elected chairman of the 
board. 

Mr. Lehman has been ex- 
ecutive vice-president for the 
past five years. 


Mirro Is The Name 


On Jan. 1 £Aluminum 
Goods Mfg. Co., Manitowoc, 
Wis., officially changed its 
name to Mirro Aluminum 
Co. The manufacturer of 
Mirro aluminum products 
has carried the Aluminum 
Goods name since 1909 when 
three companies were 
merged. 





Now NATIONALLY ADVERTISED! 


News of the Trade 





New appointments, new territories, etc. 


MANUFACTURERS SALESMEN 


Stanley Tools Div., Stanley 
Works, New Britain, Conn., 
has made three appoint- 
ments. Richard H. Parker, 
formerly with the Los 
Angeles office, will cover 
Wyoming, Utah, Colorado, 
New Mexico and west Texas. 
Walter F. Schultz, Jr., 
former representative in 
Virginia and North Caro- 
lina, takes over Maryland, 
Virginia, North Carolina and 
Washington, D. C. Rudolph 
Zambori, former representa- 
tive in West Virginia, moves 
to Pittsburgh, western Penn- 
sylvania and West Virginia. 

Vv 

Sherwin-Williams Co., 
Cleveland, has named A. C. 
Gerbracht, Jacksonville, Fla. 
area manager and branch 
manager. The former West 
Palm Beach branch manager 
joined Sherwin-Williams in 
1944 as manager of the 
Bradenton, Fla. branch. N. 
F. Boykin, former Bradenton 
branch manager, succeeds 





Millions see FORTEX ads in: 


“American Builder’ 


“Institutions” 


Building Construction Ill.” “Maintenance” 


“Concrete Construction” 
“The Farmer’ 

“The Fisherman” 
‘Harness Horse” 


“Western Horseman” 3 


ad Tohitelilei Mm atiil-iaiil:la ie 
“Plastering Industries” 
“Practical Builder’ 


him West Palm Beach 
manager. J.J. Bentley, man- 
ager of the Winter Park out- 
let, replaces Mr. Boykin at 
Bradenton. J. W. Brunt, Jr., 
credit manager, succeeds Mr. 
Bentley at Winter Park. 
v 

Western Tool & Stamping 
Co.. Des Moines, has named 
Neil MacLaren district man- 
ager for Homko and Certified 
power mowers in Maine, 
Massachusetts, New Hamp- 
shire, upper New York State, 
Rhode Island, and Vermont. 

Vv 

Deming Co., Salem, Ohio, 
has named William E. 
McNeal’ representative for 


pumps and water systems in 
Oklahoma. 


as 


Vv 

Hyde Mfg. Co., South- 
bridge, Mass., has named Ed- 
ward L. Fortier representa- 
tive for paint tools and 
knives in Alabama, North 
Carolina, South Carolina, 
Tennessee, and Virginia. 








Builders, plasterers, masons, janitors, farmers, home-owners, boat- 
owners, contractors, factories, garages and all types of institu- 
tions are customers for Fortex Buckets, Pails, Farm Tubs. Easily 


displayed, easily stored (in nests). 


Reasonably priced 





_ yore ch 


BUCKETS...PALS.. 


Pree — Colorful Window Streamers and Folders. 
> SF] 68 | ae amr ’ 


eed 


oe 


See 





CAUCHOTEX INDUSTRIES, 


INC. 


44 WHITEHALL STREET - NEW YORK 4, N. Y. 
For HIGH PROFIT Details, Contact Your Wholesaler - or Mail the Coupon! 





Please send me Fortex literature and prices. 


Store Name 
Address 
Wholesaler’s Name 
Address 


Ww 
A 


_ Many 1 i 


features! } 


Fully guaranteed! 


HOLESALERS 
few territories are still 


open. Write for Fortex facts. 


HARDWARE 








Standard Pail—10 qt.—black, 
%, pastel blue, green, red, multicolor. 
\ Heavy Duty Bucket—12 qt.—black. 


Farm Tub Feed Trough—6'% gal. 
—black. 
F.O.B. Warehouses throughout 
*) U. S. Pails shipped 12 to pkge., 
tubs 6 to pkge. 


My 
Pa ttl 


a ‘ds 
*. 


3 % 
& 


AGE, JANUARY 








VISIT SPACE 330 — NAVY PIER-SHOW 


PIONEER LINE 
“Vinylite KUSHION- KOATED 
WIRE KITCHEN AIDS 









You haven't seen them all until you ve 








No. 750 — 10%” x 6” Small 
No. 7000 — 21” x 6” Large 


seen the complete line of plastic 


GARDEN HOSE 
PLYMOUTH 


DINNERWARE STORAGE RACK | 
No. 208 — 17%” long, 9” Deep, | 











PLASTIC DRAIN A TRAY | 
Hi-impact Styron 


DRI-ALL DISHDRAINERS ‘ia ahaa ater) 


No. 2800 — 17” x 13%" x 52" 
No. 3750 — 18” x 15” x 6” 










DOUBLE DUTY 








PROTECTORS DISHDRAINERS Originators of plastic garden hose 
No. 149 — 13%” x 10” Twin Sink No. 109 — 17” x 13” x 3%” 
No. 149 — 16” x 12” Regular No, 119 — 17% x 13” x 4” 





OQTWIRE CREAUONSN UNC. SUFFERN, N.Y. 


3 LINE 


ENT 
i ee 


STEVENS 
Savage 


FOX 
Feanenens FIREARMS 






























SAVAGE + STEVENS + FOX FIREARMS 


Savage Arms Corporation, Chicopee Falis, Massachusetts 





THERE IS A DIFFERENCE! 


All Plymouth hose is FULLY GUARANTEED! 
HYD o NOW .. . you can get the BEST at 
| prices to meet or beat your 

PLANT FOOD ,,, =o 


Write today for free sample and prices. 

















Now demanded by millions for houseplants, flowers, vegetables, lawns, 
on. Produces vigorous, beautiful growth in all plants quickly. Pays 

ealer 33147 profit. Attractively packaged for display. Does not deter- 
jiorate, is clean, odorless and SAFE. Dissolves instantly in water for use 
l-oz. makes 6 gallons liquid plant food. 










Retails Your Cost Mal O8 4 Mituee _ i 4 MOU ‘> a RUBBER COMPAN‘ 
l-oz. pkt. 10c..... 72 to case wt. 7 Ibs...... $4.80 case 4 WEN : son 
3-oz. can 25c..... 36 to case wt. 12 Ibs...... meas (, een” Dept. GH 
7-oz. can 50c..... 24 to case wt. 14 Ibs...... $8.00 case \ 2700 Mousekeeping 
1-lb. can $1.00..... 12 to case wt. 16 Ibs...... $8.00 case las aoveanste since 1896 


Also packed in 10-Ib., 25-Ib., 50-Ib. and 100-Ib. drums 
If your jobber cannot supply you, order direct. 


HYDROPONIC CHEMICAL CO., Inc., Copley, Ohio, U.S.A. 


CANTON. MASSACHUSETTS 
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NON-ELECTRIC 


completely self-contained 


DOOR CHIMES 


Instead of 
knocking... .it 


. and it needs 
NO WIRING 


Handsome door chimes that re- 
sponds to simple raising and 
lowering of attractive door 
knocker with a musical ‘‘Mell- 
O-Tone’’ double-note signal. 
Gleaming, polished brass knocker 
is simple to connect through 
door with ivory enamel inside 
chime. 


> Operates manually 
>NO electricity 
>NO batteries 

>NO wiring 

> Easy to install 





Fye-catching, ‘‘try-it-yourself” 
DEALER DISPLAY MOUNTS 
available at NO extra cost 


¥ eOL ; 
Histécat DOOR 
KNOCKER 4 


P ( heme 


NO. 840 Suburban 
modei door chimes 
with Colonial door 
knocker. 


NO. 855 Universal 
push-button model 
with personal 
name card holder. 


NO. 895 New 
Yorker model with 
one-way mirror 
peep hole. 











WRITE FOR LITERATURE AND PRICES 


ATIONAL HARDWARE 


one 2 en es Mm nen. 


Over 25 Years Manufacturing Fine Builders Hardware Exclusively 
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—News of the Trade 























NEWS OF 


MANUFACTURERS’ AGENTS 


F'ry-Holbrook and Co., rep- 
resentative of Atlanta, has 
named Hugh H. Cochrane 
representative covering 
North and South Carolina. 
Mr. Cochrane will headquar- 


HUGH H, COCHRANE 


ter in Charlotte, N. C. He 
was with Allison-Erwin Co., 
Charlotte wholesaler. 

Vv 


Charles A. Wilson Ceo., 
representative of Lans- 
downe, Pa., has been formed 
by Charles Wilson. Mr. Wil- 
son was formerly district 
manager of the Philadelphia, 
Baltimore, Washington area 
for Ekco Products Co., Chi- 
cago. He served 10 years 
in this area for Ekco and for 
six years before that he 
covered the same area for 
Silex Co. From 1936 to 1942 
he was a Philadelphia rep- 
resentative for Mirro Alu- 
minum Co. Mr. Wilson is a 
past president of the Phila- 
delphia Housewares Club. 

+ 

Jack W. Sundheim, 7622 
Brookfield Rd., Cheltenham, 
Pa., has opened an office as 
a representative under his 
own name. Mr. Sundheim, 
formerly with the House- 
wares Div., Dennis Mitchell 
Industries, will cover Penn- 
sylvania and southern New 
Jersey for the housewares 
industry. 


7 
Ace Products Co., Chal- 
font, Pa., has named Frank 
Friedman and Milton A. Sof- 
fern, Pittsburgh, representa- 
tives for kitchen and barbe- 
cue tools in western Pennsyl- 
vania and West Virginia. 
v 
Plastic Products Corp., 
Cleveland, has appointed Ray 
Lange Sales Co., Inkster, 


Mich., representative for fi- 
ber glass products in Michi- 
gan. 

Vv 

Louis Williams €& Ceo., 

Nashville representative, has 
named H. L. Dickson terri- 
tory sales manager for West 
Virginia and parts of Vir- 
ginia, North Carolina, and 
Kentucky. Mr. Dickson was 
once associated with Pied- 
mont Hardware Co., Dan- 
ville, Va. and is well known 
in this area. 

v 

Bissell Carpet Sweeper Co., 

Grand Rapids, Mich., has ap- 
pointed five representatives. 
They are Robert J. Custer & 
Associates, Milwaukee, to 
cover Wisconsin and Minne- 
sota; W. C. Rein Co., Kansas 
City, to cover lowa, Nebras- 
ka, Kansas, Missouri, and 
southern Illinois; Reid H. 
Cox & Co., Atlanta, to cover 
Georgia, North Carolina, and 
South Carolina; James & 
Cooper Co., Dallas, to cover 
Texas and Oklahoma; Don 
Rose Associates, Detroit, to 
cover Michigan. 

Vv 


Barca'o Mfg. Co., Buffalo, 
has appointed Linn Durbin 
of Decatur, Ga., to represent 
flat wrenches and pliers in 
Virginia, North and South 
Carolina, and Georgia. Mr. 
Durbin has been an agent 
for the past five years. Clark 
Cook, who has been an agent 
for four years, will cover 
Minnesota, Wisconsin, North 
and South Dakota. 

v 


Reid H. Cox & Co., repre- 
sentative of Atlanta, has ap- 
pointed Scott Hudson, III, to 
head its sales promotion and 
advertising. Mr. Hudson was 
formerly with Warner 
Brothers. 

7 


Quickee Products, Ine., 
Yonkers, N. Y., has ap- 
pointed several new repre- 
sentatives. William A. Phar- 
ris, Chicago, will cover IIli- 
nois. Leonard F. DeRusha, 
Fond du Lac, Wis., will cover 
Wisconsin. Val Mason & As- 
sociates, Atlanta, will cover 
Georgia and Tennessee. T. F. 
Gossett Associates, Birming- 
ham, will cover Alabama 
and Mississippi. 
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and building supply jobbers 
or write us. 


auxiliary spring 
eluminates bounce 


The new Ideal Heavy Duty 
Closer No. 15 provides finger- 
tip opening and “‘bounce’”’ free 
closing of heavier-than-average 
and standard combination 
storm and screen doors. An 
external leaf spring compen- 
sates for “‘build-up”’ of the in- 
ternal coil spring on the open- 
ing cycle and smoothly releases 
energy on the closing cycle to 
A complete line of Ideal door give greater latching power. 
closers are available through Internal parts are lubricated 
leading wholesale hardware for a minimum of 10 years. 


“A Good Line 
to Handle”’ 


GRIFFIN 


SHELF HARDWARE 




























leaf type 











| IDEAL BRASS WORKS, INC. Sdheal 


250 East 5th Street « St. Paul 1, Minnesota 











STRAIGHT LINE TO PROFITS 


coi best sellers 


“a 2 





KARRIER KAKOVER * 


KANISTER SET * 








Spark extra sales — build repeat 
business with fast-moving, nation- 
ally advertised Kromex Housewares 
and Giftwares. Display and sell the 
complete line of popularly priced 
Kromexware, unmatched anywhere 
for design, quality and craftsman- 
ship. Get on the best-seller list now 
with enduringly beautiful 
Kromex. 







* PATENTED 
Write today for Kromex catalog 
KROMEX CORP. 
Cleveland 3, Ohio 
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When it comes to any item in shelf 
hardware . . . mending plates, flat 
corners, corner braces, strap 
hinges and T hinges (light or 
heavy), safety hasps, shelf brack- 
ets, or what have you... you’ll 
find your fellow dealers saying, 
“We like to handle the Griffin 
line.”’ You buy in any selection 
your customers want... and you’ll 
find Griffin gives good service, 
never cutting on quality. You'll 
find your wholesalers like every- 
thing about the firm’s policy .. . 
and you'll find your customers like 
the Griffin products. 





























| A full line of Wrought Steel 
Butts and Shelf Hardware. 


RIFFIN’ 


| “since 1899” 
SPICESET* | MANUFACTURING CO. ERIE, PA. 






















Robert Lowell Gets 
Supreme Sales Post 


Robert Lowell has been ap- 
pointed assistant to the pres- 
ident, sales of Supreme 
Products Corp., Chicago. 

Mr. Lowell was sales man- 
ager of the eastern, southern 
and Canadian divisions of 
Supreme which is a_ sub- 
sidiary of A-S-R Products 
Corp. He is in Supreme’s 
New York office. 


ROBERT LOWELL 


Harry P. Snyder Joins 
Consolidated Machinery 


Harry P. Snyder has been 
elected vice-president and 
general manager of Consoli- 
dated Machinery & Supply 
Co., Ltd., Div. of Siegler 
Corp., Los Angeles. He will 
head up sales and marketing 
of the firm’s woodworking 
tools. 

Mr. Snyder was formerly 
western regional sales man- 
ager for Sessions Clock Co. 


HARRY P. SNYDER 


SWHA & AHMA Joint 
Convention Dates Set 


New Orleans will be the 
scene of the 67th annual 
convention of the Southern 
Wholesale Hardware Associ- 
ation during the week of 
April 13 in connection with 
the semi-annual convention 
of the American Hardware 
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Manufacturers Association. 

Convention headquarters 
will be at the Roosevelt 
Hotel, where convention reg- 
istrations and business meet- 
ings will be held. 

Registrations will 
April 13 at 10 a. m. 
opening business session is 
scheduled for the night of 
April 14 and the final session 
will be the morning of April 
17. 


start 
Joint 


Three Wholesalers Join 
American Toy Promotion 


Since the American Toy 
Promotion-I. Lodge group 
program was announced in 
HARDWARE AGE, Dec. 5, p. 
103, three top wholesalers 
have joined the group. 

Hibbard Spencer Bartlett 
& Co., Evanston, IIl., Moore 
Handley Co., Birmingham, 
Ala., and Watson-Triangle 
Co., Miami, Fla., will take 
part. 

The program includes an 
extensive advertising - mer- 
chandising campaign to re- 
tailers and consumers with 
national television, magazine 
advertising, consumer cata- 
logs, store promotion kits 
and many other features. 

For more information on 
the program for 1958 write: 
American Toy Promotion, 
430 Park Ave., New York 
SS MM. k- 


New Marshall Wells 
Kelley How Thomson 
(Continued from page 143) 


Walter Newman, credit 
department manager. C. N. 
Boyd heads the western area, 
W. F. Baldwin the northern 
area and P. A. Parchem the 
southern area of the credit 
department. 

Company headquarters is 
at 301 South Lake Ave., 
Duluth. This facility in- 
cludes a 740,000 sq ft ware- 
house with adjoining dock- 
site. Heavy steel inventory 
will take up 46,700 sq ft of 
this space. 

Mr. Welles said that the 
consolidation will allow 
broader selection of lines 
and items, heavier’ stocks 
and provide’ streamlined 
procedures for more prompt 
order filling. 

Marshall-Wells purchased 
Kelley - How - Thomson in 
1955. Total annual sales of 
Marshall-Wells in hardware, 
furniture and other lines 
stands at $150,000,000. 


News of the Trade 











OBITUARIES 


——$$——— 








Clifton McKenna 


Clifton McKenna, 79, re- 
tired New York manager for 
P & F Corbin Div., Ameri- 
can Hardware Corp., New 
Britain, Conn., died Nov. 18 
of a heart attack. Mr. Mc- 
Kenna entered the hardware 
business with Russel & 
Erwin, New Britain, Conn. 
in 1896. In 1926 he joined 
P & F Corbin’s New York 
office. He became manager in 
1934 and held that position 
until his retirement in 1949. 


William S. Church 


William S. Church, 73, re- 
tired representative for Mc- 
Kinney Mfg. Co., Pittsburgh, 
died Nov. 29 following a 
long illness. Mr. Church 
joined the firm in 1903 and 
served in various positions 
in the sales department. 
From 1936 until his retire- 
ment in 1954, Mr. Church 
represented McKinney 
hinges and builders’ hard- 
ware in western Pennsyl- 
vania, Ohio, Indiana, Michi- 
gan and New York. 


Bryan M. Vaughn 


Bryan M. Vaughn, 73, 
owner of B. M. Vaughn & 
Co., manufacturers’ agent of 
Houston, died of a heart at- 
tack Dec. 8 at his home in 
Houston. Mr. Vaughn estab- 
lished his agency in 1922 
and remained active in the 
business until his death in 
spite of several previous 
heart attacks. 


Benjamin Shaffer 


Benjamin Shaffer, 69, 
president and founder of Do- 
minion Electric Corp., Mans- 
field, Ohio, died suddenly 
Nov. 12. Mr. Shaffer, a pio- 
neer in the electrical appli- 
ance field, formed Dominion 
in 1921 in Winnipeg, Can- 
ada, and later moved it to 
the U. S. He was active in 
the company until his death. 


Fred J. Gerwolds 


Fred J. Gerwolds, 59, hard- 
ware dealer, died recently at 
his home in Columbiaville, 
Mich., after a long illness. 
Mr. Gerwolds, who had op- 
erated his store for the past 
23 years, was a member of 


the Michigan Retail Hard- 
ware Association. 


Guy Husband 


Guy Husband, 76, Hesperia, 
Mich., hardware dealer, died 
of a heart attack recently at 
his home. In 1913, Mr. Hus- 
band purchased a hardware 
store with his partner, Char- 
les Anderson. They built a 
new store in 1921. 


Francis M. Davis 


Francis M. Davis, 101, re- 
tired Wampum, Pa. hard- 
ware dealer, died Oct. 22 in 
Jameson Memorial Hospital, 
New Castle, Pa. Mr. Davis 
operated a hardware store in 
Wampum for more than 36 
years before his retirement. 


L. J. Lehman 


L. J. 
Elgin, 


Lehman, 71, retired 
Iowa, hardware 
dealer, died Nov. 17 at his 
home. Mr. Lehman operated 
his hardware store in Elgin 
for about 40 years before his 
retirement. 


Thomas H. Bradley 


H. Bradley, 89, 
chairman of the board of 
Thomas H. Bradley, Inc., 
Watertown, N. Y., hardware 
wholesaler, died recently at 
his home in Watertown after 
a long illness. Mr. Bradley 
founded the business in 1897 
and remained active until 
1950. 


Thomas 


John C. Wise 


John C. Wise, 51, owner of 
Wise Appliance & Hardware 
Store, Louisville, Ky., died 
of a heart attack en route 
to Jewish Hospital, Louis- 
ville. Mr. Wise had oper- 
ated his store for the past 
eight years. 


Arthur R. Clark 


Arthur R. Clark, 69, for- 
mer vice-president of Clark 
Hardware Co., wholesaler of 
Jamestown, N. Y., died Nov. 
1 in WCA Hospital. Mr. 
Clark was a member of the 
founding family of Clark 
Hardware. He was associ- 
ated with his father in the 
business and was vice-presi- 
dent when he sold out in 
1930. 
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of events in the trade 










A report in pictures 





HA Photo Angles 





Chain in packaged, cut lengths, impresses Dealer 
Walt Jayne (on left) of Jayne Hardware, Rich- 
mond, Va. Dave Bourne of Virginia-Carolina 
Hardware Co., wholesalers, explains selling points 
of the new packaging of Blue Temper chain. 


> 


Waco Hardware Co., wholesaler at Waco, Texas, held its first merchandise show 
early last month to celebrate the opening of the Third St. side of the building. 
More than 1000 visitors from central Texas and some 175 factory representatives 
attended the two-day show. The sales display floor has 21,000 sq ft of space. 
Officers are J. W. Barnes, president; Edgar W. Schroeder and J. P. Brewington, 
vice-presidents; Charles W. Dickenson, secretary; Leo H. Bradshaw, board chairman. 







Sales representatives and executives of Allied Western Distributors, Inc., met in San Francisco recently for their annual sales meeting. The 
wholesaler covers || Western states, Alaska and Hawaii. Left to right, seated: John Brantman, vice-president and sales manager, South- 
ern district; W. G. MacDonald; H. G. Maier; Ernest Barnass; Austin Puett; Frank Kendall; Roger Vogel. Second row: W. T. Brantman, 
president; B. B. Davis; Charles Evans; Robert Morrison; Dave Davis; Ben Creveling; Ernest Robertsen. Third row: Al Mack; James Todd; 
James Gibson; Fred Storey; Gordon Lease; Chet Glasson; Edward Baker and Harold Olson. 
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Classified Opportunities Section 








Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each edditional 


RS ee .10 
Positions Wanted 


Rate) set solid, maximum 


Each additional word 


Allow Seven Words for Keyed Address 
or Your Address 


(Special 
50 words 


ee ee ee ee 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers. uniess accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order ia form 
of check or money order, not currency or 
stamps. 











Representatives Wanted 





Representatives Wanted 


Representatives Wanted 








REPRESENTATIVES WANTED 
TO HANDLE "ECLIPSE" 


hacksaw blades, hand and precision tools, 
permanent magnets and magnetic tools 
manufactured in Sheffield, England, and 
stocked in New York. Territory available: 
Maine New Hampshire 
Pennsylvania Vermont 
Rhode Island—Massachusetts and Connecticut 
and New York, excluding Greater New York 
Write giving full details of experience, 
lines now handling and type of trade 
called on. 
JAMES WEILL & CO. (U. S. A.) Ltd. 
37-39 Pearl Street, New York 4, New York 











CALIFORNIA REPRESENTATION 


Contacting hardware, department 


stores, garden supply. Desire ware- 
housimg facilities. Manufacturer of bac- 
terial garbage destroyer. Have estab- 


lished accounts. 


Will be at Independent 
Houseware 


Show, Chicago. 


E-Vap, 99 Park Ave., New York 16, N. Y. 





MANUFACTURER'S REPRESENTATIVE WANTED 


Salesman now calling on hardware and variety stores 
with two or three non-conflicting lines. We offer a 
good staple line of 23¢, 49¢ and 98¢ paints, low 
priced gallon paints and a nationally advertised line of 
popular priced paints on a commission basis. This 
merchandise has mass market appeal. Every store 
selling paints is a good prospect. Write advising age, 
marital status, territory covered, how often you cover 
it and lines now carried 


Address Box 1217, care of HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 




















WANTED 


SALES REPRESENTATIVES 

by manufacturer of lambswool floor applicators, 
refill pads, polishing bonnets and discs, wash 
mitts of all types, sponges, genuine imported 
chamois, and scouring pads. We are prime sup- 
pliers, with a complete product line. This is a 
top quality line, received with enthusiasm by all 


professional cleaning supply distributers. 
products are strongly merchandised and competi- 
tively priced. Send full information about your- 
self in first letter, stating lines now carried, terri 
tory covered, and all trades sold to. Several 
choice exclusive territories new open. Beverly 
Manufacturing Co., 10 Roland St., Boston 29, 


ass. 


All our 


MANUFACTURER’S 
WANTED to sell popular repeat specialty to 
wholesalers and jobbers. Old established manu- 
tacturer. Excellent commissions. Exclusive terri- 
tory now available in most states due. Please 
State type of trade covered and line carried. 
Address: Box 1008, care of Harpware AGE. 
( hestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVE 


WE NEED REPS. 
Wholesalers, Jobbers 
Supply Dealers, 
stores. Introduce 


Calling on Hardware 
Nurserymen, Garden 
Department, Variety and Chain 
and sell NEW 2 in 1 Lawn 
edger and trimmer. Patented KLIPIT E-Z. Bet- 
ter than average commission. Write NOW to 
Dornor Industries, Box 1012, Cleveland 2, Ohio 
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SALES REPRESENTATIVE WANTED 


WHOLESALE HARDWARE 
NEW ENGLAND TERRITORY 


Address Box 1227, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











Paint Brush Salesman 


Prominemt paint brush manufacturer has open terri- 
tories for successful sales producer. Prefer man now 
calling on paint, hardware, lumber dealers. Protected 
territories. Established business. Will also consider 
sideline man or manufacturers’ agent. 
Address Box A-23, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








WANTED 


Salesmen now calling on wholesale hardware, farm 
implement, equipment, feed or allied markets. Choice 
territory now open on commission basis to sell top 
grade, fully extruded aluminum farm gate manufac- 
tured by leading aluminum fabricator. Priced to 
outsell all competition Backed by extensive adver- 
tising-publicity campaign. Specify territories now 


covered and lines handled 
Address Box A-20, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











GARDEN AND HARDWARE LINE 


OPEN 
IN THESE AREAS: Minnescta, Pennsylvania, 
D. C.. Florida, and some southern states. Repre- 
sentative must have following with Distributors, 
Key Dealers, Department Stores. This can be a 
good and staple side line for you. In reply state 
territory covered, lines handled and type of or- 
ganization. Address: Box A-19, care «f Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Pa. 
EXCLUSIVE PROTECTED TERRITORIES 


open for nationally distributed unique water re 
placement plumbing specialty item packaged for 
sale to hauhion supply houses, hardware distrib- 
utors and retailers. Unique demonstration sells 
S$ out of 10 on first call. Address: Box A-22, care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
celphia 39, Pa. 

SALESMEN NOW CALLING ON HARD- 
WARE DEALERS, Lumber Yards or Electrical 
supply, Plumbing supply dealers in North Jersey, 
Westchester, Bronx or Manhattan. Excellent side- 
line 10% Commission new item good repeat sales. 
If vou have strong following in either area, ex- 
clusive territory will be assigned. Address: Box 
A-16, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


SALES REPRESENTATIVES, COMMIS- 
SLON BASIS, to handle attractively priced and 
quality line of residential locksets for well estab- 
lished manufacturer selling to lumber, building 
material and hardware trade. Address: Box A-24, 
care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa 

SIDE LINE “SAL ESMEN: 
ware and Housewares outlets. 
20% on clean, easy 
for repeat orders. 
quest. Address: 





Calling on 
Want to 


selling items with full credit 
Samples furnished upon re- 
Box 1220, 





Acer, Chestnut & 


56th Sts., 


Philadelphia 39, Pa. 


Hard- 
make 


care of HARDWARE 








ARE YOU AN AGGRESSIVE 
SALESMAN? 


The Hooker Glass & Paint Manufacturing 
Company, a 103 year old Chicago firm in 
the midst of an expansion program, is 
looking for a young, aggressive salesman 
interested not in the immediate dollar 
alone, but in a sound future with excellent 
potential earnings. We are not interested 
in order takers. Send complete resume 
including photograph to R. A. Jones, Vice 
President Sales, 


Hooker Glass & Paint Manufacturing Company 
659 W. Washington Bivd., Chicago 6, IHinois 














Accounts Wanted 








REPRESENTATIVES 


Covering all phases of jobbers. Can render reliable 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Louis- 
ville. We carry the account or you can bill airect. 
Inquiries invited. WRITE ANCO Corporation, 7 
Wood Street, Pittsburgh 22, Pa 














Manufacturers Representatives 


Interested in one line of merit. Full 
coverage all classes of wholesalers, 
chains, etc., in Iowa, Kansas, Missouri, 
Nebraska. References submitted on re- 
quest. 


Address Box A-15, 
Chestnut & 56th Sts., 


eare of HARDWARE AGE 
Philadelphia 39, Pa. 











WANTED BY EXPERIENCED MANUFAC. 
TURERS AGENT, additional Hardware and in- 
dustrial supply lines for eastern Pennsylvania 
southern New Jersey, Delaware, Maryland and 
District of Columbia. Have traveled territory 
for 35 years, and enjoy wide acquaintance among 
whelesalers. Lines wanted: shelf hardware, hand 
tools, hardware specialties. Address 1132, 
care of Harpware AGe, Chestnut & Sts., 
a 39, Pa 


Box 
56th 





NEW YORK CITY REPRESENTATIVES, 
long established among chain syndicates and job- 
bers making plans for 1958. Can give full time 
to a good line. Address: Box A-12, care of 
HARDWARE AGE, Chestnut & 56th Sts., Philadel- 
<n 39, Pa. 


_ — 


MANUFACTURERS 





REPRESENTATIVE, 


long established, with fine old line, selling to 
major hardware jobbers in 11 Western States, 
wants one additional good, established line. 
Downtown Los Angeles office. Address: Box 
A-14, care of Harpware Acer, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 
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Accounts Wanted 


Accounts Wanted 








Consistent, Conscientious, Concentrated 


coverage of metropolitan 
New York and New Jersey. 
BOBROW LEWELL ASSOCIATES 
814 Broadway, New York 3, New York 
(We get results) 








LINE WANTED 


First Class Southern Sales Organization trav- 
eling five men, wants additional jobbing line. 
Aggressive and well financed with warehouse 
and office facilities in Central Florida. Line 
should have Summer Sales Appeal, real merit, 
be priced right. Write, Wire, Phone 


A. W. Thacker Co., Clermont, Florida 











ADDITIONAL LINES WANTED FOR DIS.- 
TRIBUTION TO JOBBERS, CHAINS, DEPT. 
STORES, RETAIL HARDWARE AND LUM. 
BER, ETC., OUTLETS THROUGHOUT NEW 
JERSEY, PENNSYLVANIA, DELAWARE 
AND MARYLAND. A high type effective sales 
organization now currently calling on Trade in 
the above states is interested in launching and 
pioneering new products and established lines with 
volume sales possibilities. Our salemen are not 
“order takers’? but professional salesmen who will 
detail, introduce, merchandise, promote and SELL 
your product to the retail trade. Our services also 
include professional advertising, promotion and 
merchandising assistance, along with a successful 
sales record. Cemplete warehouse and billing fa- 
cilities available. Address: Birkbeck Brothers, 
Inc., 70 North York Road, Willow Grove, Penna. 


MANUFACTURERS REPRESENTATIVE— 
SERVICING Paint, Hardware and Garden Sup- 
ply Wholesalers, Large Retail and. Departmert 
stores, Metropolitan New York Long Island 
Territory. Wishes additional lines including 
Powermower, Handmower and Spreader Line. Ad- 
dress: Box 1203, care of HarRpware AGE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


and 





ADDITIONAL ACCOUNTS WANTED. Ter- 
ritory — Wisconsin - Minnesota - Upper Michigan. 
Specializing—garden supplies and toys (including 





suvenile sporting goods). Profile young, “hun- 
gry"’ sample carry rep working 50 weeks per 
year. Address: Box A-18, care of HARDWARE 
AGE 


Chestnut & 56th Sts., Philadelphia 39, Pa. 








MANUFACTURERS are invited to 
this advertisement. We are looking for exclusive 
Hardware line Agencies for Eastern Canada. 
We have excellent contact to Manufacturers, 
Wholesalers, Jobbers and the Trade in this Terri- 


answer 


tory. We have large warehouse space to store 
your Products, and are able to finance your 
Entrance duty and Cost. WHAT HAVE YOU 
TO OFFER? Address: Box A-17. care of Harp 


WARE AGE, Chestnut & 56th Sts., Philadelphia 39, 


ACCOUNTS WANTED: Prestige lines 
"49, Ind., Ill. N. Ky. Hdwe. 


Hidwe., age 32 


since 
Hswes. Builders 
Grad P.O. Box 55377, 


a 
Uptown Station, Indpls. 5, Ind. 


RELIABLE REPRESENTATIVES 


Currently calling on Wholesale Hardware, Mil! 
Supply, Marine Supply and some miscellaneous 
manufacturing trade in southeastern states 
from Virginia to Florida. Interested in one 
or two additional lines with volume possibilities. 


Address Box 1219, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














Help Wanted 








SALESMAN WANTED 


Leading manufacturer of mechanics hand tools for 
hardware and automotive trade has exceptional oppor 
tunity for an experienced salesman located in Rich- 
mond, Virginia, or vicinity to cover multiple state 
area. Good salary plus incentives and expenses. Job 
requires sales ability, hard work and regular travel- 
ing Interviews to be arranged in Richmond in 
near future 

Address Box A-25, care of HARDWARE AGE 

Chestnut & 56th Sts.. Philadelphia 39, Pa. 














GENERAL MANAGER for hand tool manu- 
facturer. Supervise all operations including sales 
and distribution for long-established company 
headquartered in northern New Jersey. Salary 
in $15,000 range. Submit resumes on confidential 
basis to Address: A-21, care of HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANAGERS AND ASSISTANT MANAG- 
ERS fer large retail hardware in the San 
Fernando Valley—20 mile from Los Angeles. 
Experienced intelligent people, ages 30-40, wanted 
to manage hardware, paint, housewares, electrical 
and plumbing departments. Excellent opportunity 
to grow with an organization that is growing with 
the West. Live in the fabulous San Fernando 
Valley with its year round summer. Write full 
details to Box 830, care of Harpware AGE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





Business Opportunities 








WHOLESALE MAIL ORDER HOUSE 


Looking for new promotions? What have 
you? Send literature and lowest prices. 


ALLIED, INC. 


2324 N. 3rd St. Milwaukee 12, Wisc. 











Business Opportunities 








STORE FOR RENT 
MIAMI (OPA-LOCKA) FLA. 


in largest Shopping Center of its kind, 900 to 
sq. ft., park 450 cars, pop. over 23,000 
and growing. Interesting proposition to right 
party. Owner. 
Address Box 1229, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














DO YOU WANT TO RAISE CASH? 
DO YOU WANT TO SELL OUT? 


lf you want a sale, reduction, money raising, 
removal or closeout, get America’s most re- 
liable and productive sales plans. Send for 
prospectus today. 

J. H. VOLL SALES SERVICE 


115 West Main St. Madison, Wis. 

















FOR SALE: Western lowa Modern 
and Automotive supply store. Annual gross $70,- 
000, Rent $250.00, Inventory $18,000, fixtures 
valued at $6000, parking lots adjoining. Price 
$18,500.00. Address: Box A-10, care of Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


Hardlines 





SPECIAL TRIAL ASSORTMENT! One-halt 
dozen of each of our 50 most popular brass key 
blanks—$15.00. HAZELTON CHAIN CO., 81 
Kemble St., Roxbury 19, Mass. 





FOR SALE: Small Hardware Store in Smith 
ton. Westmoreland County, Penna., owner wishes 
to retire. Will finance purchase. Does Cash 
business only. One owner past 30 years. Laugh 
rey & Sons, Real Estate, Sccttdale, Penna. 

















FOR SALE: HARDWARE STORE, nine 
miles north of Denver, Celorado. No housewares, 
or appliances. Total price approximately $15,000 
with fixtures. About $11,000 in merchandise at 
invoice. Majority of sales, plumbing repair parts, 
electrical. tools, and paint. Gross sales about 
$35,000 this year. Could be improved. 1400 sa 
ft., plenty of parking, in shopping center. Rent 
$150.00 per month. Ideal cone man operation 
Owner ill, must sell. All cash. Good Lease 
Arsenal Supply Co., P.O. Box 117, Derby, Colo- 
rado. 





FOR SALE: Old established Hardware Indus 
trial and Contractors supply business. Distributor 


for 30 manufacturers, some wholesale. Lecated 
Delaware Valley. Long term lease. Address 
Box A-11. care of Harpware Ace, Chestnut & 


56th Sts., Philadelphia 39, Pa. 





Positions Wanted 


PITTSBURGH 





HEADQUARTERS: 
PENNA. Will give good coverage in Western 
Pennsylvania and/or West Virginia and Ohio 
for manufacturer. Experienced in Builders Hard- 
ware, electrical and plumbing supplies. Mechani 
cally inclined with good sales record. Age 36, 
with ten years’ road experience. Will entertain 
either direct dealer sales or distributor accounts. 
Address: Box A-13, care of Harpware AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Foam 


MARSHALLTOWN TROWEL COMPANY e 


MARSHALLTOWN, IOWA 











HARDWARE AGE 





Looking for New Merchandise ? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading ‘What's New, 


which appears in every issue on page 14. During each month HARDWARE 


Chestnut & 56th Sts. 


AGE brings you more listings of new merchandise than any other hardware magazine. 


Philadelphia 39, Pa. 
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WIRE PRODUCTS 


Retailers say their store space never paid more than 
when they stock with these profit packed items! 


HOUSEWARES 


VINYLmaid® Sink Racks 
VINYLmaid® Dish Drainers 
VINYLmaid® Plate Storage Racks 
Buffet Hot Plate 

Dinnerware Caddies—6 or 8 cup 
Napkin Holders 


CADDIES 


Beverage Caddies 
Book Caddy 
Hostess Caddies 
Magazine Caddy 
Party Caddies 
Record Caddies 
Recorded Tape 
Caddy 


GIFTWARES 


Candelabra 
Candle Holders 
Centerpiece Set 
Desk Caddies 
Fruit Bowls 
Party Caddies 
Planters 

Record Caddies 
Tidy Wall Shelf 


Send today for new 
catalog of over 80 
profit packed, fast 
moving Artistic House- 
wares & Giftwares. 


WIRE PRODUCTS CO., INC. 
» EAST HAMPTON, CONN. 








| Cal-Dak Co., The 


| Century Products, Inc. 


| Champion Brass Mfg. Co... 119 





| Desmond-Stephan 





Index to Advertisers 





A 
American Biltrite Rubber Co. 32 


American Chain Div. 
American Chain & Cable 
Co. 6 


American Pad & Textile Co., 


The — 


Products 
74-75 


Tire & Rubber Co. 153 
Aristo-Mat Co. P | 


American Thermos 


Co. 


Apex 


Artistic Wire Products Co. 152 | 


Artwire Creations, Inc. 145 


Atlantic Tubing & Rubber Co. 107 | 


Autoyre Co., The 122-123 


| Gering Products, Inc. 


E 
Empire Brushes, Inc. 


Empire Level Mfg. Co. 


F 
Fairbanks Morse & Co. 


Fasco Industries, Inc. 


Foley Mfg. Co. 


G 
General Metalwere Co. 8! 
86-87, 135 


Goodrich, B. F. 


B 
Ballonoff Metal Products Co. 93. 
Bassick Co., The iis 
Bethlehem Steel Co. 
Boonton Molding Co. ...... 96 | 


| Brink & Cotton Mfg. Co. .. 120 
| Brown, Inc., John Clark .. 


154 | 


Cc | 
137-138) 
1440 
139 | 


Cauchotex Industries, Inc. 


Champion 


DeArment Tool 
Co. 


109 
Chattanooga Royal Co. .. 93 


Columbus Plastic Products, 
Inc. — 


Comet Metal Products Co... 136 
Continental Screw Co. 85 
Corning Glass Works ... 18 
Crescent Tool Co. 


D 


| Dazey Corp. 


Landers, Frary & Clark .. 22 
Mfg. Co. 117 
DeWitt Products Co. 23% 6) a 


DuPont & Co., 
E. |. 
Plastics (Tynex}) ........ 34 


deNemours 


140-141 


Industrial Products Co. 36 
Gould-Mersereau Co., Inc. 91 
Grabler Mfg. Co. 

Graham & Co., Inc., John H. 

King Cotton-Cordage , 

Ohio Machine Products, Inc. 


Griffin Mfg. Co. 


1 
Heil-Quaker Corp. 
Heller & Co., W. C. 
Hemp & Co., Inc. 


Hydroponic Chemical Co.., 
Inc. . | 3 


Ideal Brass Works 


J 
Jiffy Enterprises, Inc. 


Jones & Laughlin Steel Corp. 


K 
Keil Lock Co., Inc. 
Knape & Vogt Mfg. Co. 97 


Kromex Industries ........ 147 
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Dazey Corp. 22 | 
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Lawn Boy Div. 
Outboard Marine Corp. 3 


Lockwood Hardware Mfg. 
Co. a 9 


Lodge Mfg. Co. 154 
M 

Marshalltown Trowel Co. 151 

Martin Stamping & Stove Co. 126 

Melnor Industries 69-70 


Meyer Merchandising Service 112 


Miller Clock Co., Howard... 139 
Miller & Co., Inc., Robert E. 154 
Millers Falls Co. 110-111 
Moore Push Pin Co. 130 


Myers Truck & Caster Co. . 


N 


National Can Corp. 
Housewares Div. 24 


National Carbon Co. Div of 


Union Carbide Corp. 28-29 
National Hardware Corp. 146 
National Mfg. Co. 105 | 
National Screw & Mfg. Co. 155 | 
Nelson Industries 119) 
North & Judd Mfg. Co. 90 | 
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Osrow Products Co., Inc. 132-133 
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Peoria Metal Specialty Co. 76 
Pioneer Gen-E-Motor Corp. 124 
Pittsburgh Screw & Bolt Corp. 125 
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Portable Electric Tools, 
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Red Devil Tools 
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Regina Corp. an 


Revere Copper and Brass Inc. 


Rome Mfg. Co. aaa 


Rich, Inc., Howard B. 116 

Ridge Tool Co., The 116 

Rogers Isinglass & Glue Co. 135 
S 
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Safe Padlock & Hardware Co. 126 
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Firearms Div. . 145 
Security Hardware Mfg. Co.., 

Inc. 131 
Sharon Bolt & Screw Co. 128 
Sherman Mfg. Co. H. B. 127 
Shuford Mills, Inc. 92 
Smith & Sons, Seymour 98-99 
Southern Fabricators Corp. 79 

116 | Southland Mower Co. 131 
Speare's Sons, Co., Alden 97 


| Star-A Electrical Mfg. Co. 84 


Star Stainless Screw Co. 130 
Supplex Corp. 154 
Swing-A-Way Mfg. Co. 30 
Synthetic Fabrics, Inc. ee | 
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Union Carbide Corp. 
National Carbon Co. 28-29 

| Union Fork & Hoe Co. 89 
| Union Malleable Mfg. Co., 
| The 129 
United States Plywood Corp. 
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Voavs 
APEX 


AMERICA’S BEST 
VINYL PLASTIC 





Garden Hose Line 


SEE OUR ATTRACTIVE 


1958 LINE 


AT THE 
INDEPENDENT HOUSEWARES EXHIBIT 


MORRISON HOTEL e« ROOM 522 





REPRESENTED BY 
Ralph M. Cohen, Inc. 


192 Lexington Ave., New York 16, New York 
Doring & Eyer Co. 
637 West 39th St., Kansas City 11, Mo 
Boyd Dudley 
753 James St., Syracuse, N. Y. 
George Goddard & Son 

3902 W. Charlestown, Seattle 6, Washington 
Gutnik-Johnson & Co. 

4026 No. Figueroa St., Los Angeles 65, Calif. 
McDonald & Associates 
Southland Hotel, Dallas, Texas 

Mt. States Sales Co. 
15th & Arapahoe, Denver, Colorado 
H. Louis Rolfes & Son 
4904 Akochia Ave., Cincinnati 5, Ohio 
Malcolm Robertson 
1814 Kensington Rd., Birmingham, Alo 
Sanford Brothers 
Mocksville, N. C. 

J. P. Sutton & Son, Inc. 
2525 W. Armitage Ave., Chicago 47, Illinois 
J. E. Taylor 
6954 Vernon Rd., Dearborn, Mich. 


Robert C. Waters 


36 Cobb Place, Waban 68, Mass. 








‘i aad 


APEX TIRE & RUBBER CO. 


505 CENTRAL AVENUE PAWTUCKET © RHODE ISLAND 








153 








SKILLETS SINCE 1896 


SQUARE SKILLETS 
That will cook 
everything from 
bacon & eggs 
to cake— 

Only 4!/,_ Ibs. 


Round ones too. 
WRITE TO 


LODGE MFG. CO. 


SOUTH PITTSBURG 





| counter bins for 
| seiy service sales. 
| Serving nat in many 


| Slicers, 


| sizes © Lacing Pins * 





| Kenberry SaDests 














| 219. Other U.S. and Foreign Pat- 








Survives Accidental Falls 


oa is A... Som no craftsman 
resist. First real im e in tevels in 35 Saawe. 
New EMPIRE CRYSTAL * vision “with Stereoptic Leases 
—800% MORE visibility. No broken viais from rough usage. 
Aad Empire National Advertising brings customers to 
veur store. Stock and disgiay Empire Crystal 
Visies Levels. 


MAGNESIUM 
Model 152-M— 
Retail 
24”—§ 8.00 
28”—$ 9.06 
48”—$14.50 
78” —$24.00 


ACT TODAY! Send for Literature and Discounts 


EMPIRE LEVEL MFG. CO. 


Teels for the Nation's Craftem 
10926 W. Potter Road, li Wis 

















Kenberry GADGETS 
ARE PROFITABLE 
Sel! fast, use 
little space 


Display as a family of 
gadgets in one place 
on peg 


CHROMIUM 


sizes, styles * Cheese 
Jar Wrenches 
Deluxe Chromium Roast 
Rack * Skewers in all 








Plate Hangers.* Potato 
Bake Rack * Broom 
Clips * Food mixers, 
beaters * Many other 
Gadgets 


More than 


fat Teams $1.19 Each—For Barbecue and aa 
JOHN CLARK BROWN '!¥¢ 


ONE MONTGOMERY ST 


Ask your jobber 
BELLEVILLE 9,N.J. 


Or write for List ) Sa TS 





PICTURE 
HANGERS 


and Eyelets 


NOTICE TO TRADE 


New Letters Patent have been issued by U.S. Patent 


| Office on the new Jiffy Picture Hanger October 8, 1957. 


This is to notify the trade that our new Jiffy Picture 


| Hanger is fully protected by patents and anyone copy- 


ing same will be liable for patent infringement. 
PATENTED 


U.S. Patent Office Nos. 2,647,711 
and 2,809,001. Belgium Patent 558,- 





pkg. of 
- for 19¢ 
ents Pending 


Booth 522. National Housewares Show 
Navy Pier, Chicago 


146-148-150 N. 13th 
JIFFY ENTERPRISES, INC. 'Sf-'))12° D: D3 


Canadian Dist. FIRECO SALES LTD., 33 Racine Rd., Rexdale, Ont. 


DeWls 


PRONOUNCED 
DUKE" 























NATIONALLY 


AMERICA'S FASTEST 
ADVERTISED 


SELLER BECAUSE 
IT’S SUPERIOR 


Outlasts all Caulk’ Compounds wee 
Proven through the years .. PERMANENT Ag ' 


FOR SEALING TUBS, TILE, 
SINKS, WOOD, ETC. 


Blends, easy to use, never becomes 
hard or brittle, always water- 
proof. Attractively packaged. 


Inquirers Invited © FREE SAMPLE 


DE WITT PRODUCTS CO. 
5860 PLUMER ST. + DETROIT 9, MICH. 











Genuine 
Original 


Colorful . . 


One Set of 4 needle point nail. 
on a 3-Color Card finish. 


6 SIZES: &%", %", I", 
1 1/16", iY", iy" 





Wonderful for all WOOD and METAL Furniture 
Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


. Eye-Catching. Sells on Sight 


Contains | doz. cards of either %", %"" or I" DOMES. DOMES have 
Case hardened steel, burnished nickel plated mirror 


Both Container and Cards in 3 COLORS 


Ask your Jobber or write— ROBERT E. MILLER & CO., 


INC., 35 Pearl St., New York 4, N. Y. 
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“NAT” STANDS OUT 


with dress-parade packaging 


Brighten up your fastener shelves and speed up off-the-shelf selection with 
the snap and color of National’s high-visibility labeling and uniform packaging. 
These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. 


Standardize on National’s most complete, accepted 
quality line . . . packaged to stand out boldly for op 
sales appeal. a CAF, er rona’ a  & i 
Ask Your Distributor . . . He Knows LoL 


ee - _—— ee rm ES ee 
we 


THE NATIONAL SCREW & MFG. neni A) al me 


Cleveland 4, Ohio 
Pacific Coast: National Screw & Mfg. Co. of Cal. 
3423 South Garfield Ave. « Los Angeles 22, Cal. 





there is only one 
complete line of 
outdoor cooking tools 




















BARBECUE TOOLS HAMBURG BROILER 


with BRANDED NAVAJO HANDLES 


ANDROCK'| 


ANDROCK Products are made by THE WASHBURN COMPANY — Worcester, Mass., Rockford, 


° Sp 





